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When American Airlines ran 
at newspaper ad in five lan- 
ages to salute the San Francisco 
Pnference, Who do you suppose 
ag smart enough to handle the 
oof reading job? 


7. ¥ 


Modern Medicine will put on a 
edical art show at the Yale 
school of medicine this month, and 
the art looks anything like the 
Nustrations in a medical journal, 


i 
ou won’t want to go. 


, VF 


“Connie Mack’s favorite sports 
writer,’ the poster says, “is John 
armichael.”’ 

Who do you suppose is John’s 
avorite baseball manager? 


vv¥seyY 


Members of the Royal Canadian 
ir Force at Trenton, Ont., have 
rganized an advertising and sales 
lub, and perhaps their first as- 
iment should be building a 
ampeign for Royal Crown Cola. 


_ ee 


‘It has often been unpopular, 
but never impotent,” says an ad 
pbout the San Francisco Chronicle. 
And there are one or two others 
hho might fly the same banner. 


a i 


When Dr. Whan, of the Uni- 
ersity of Wichita, gets through 
aking a radio listener survey, 
about all the boys in the time buy- 
ing department can say _ is 
‘Wham!” 

es 2 


British manufacturers have 
ttarted a world-wide market re- 
earch organization, which they 
will call Betro. 

Trying to get ahead of A. C. 
lielsen, huh? 


7, << 


Gladys the beautiful reception- 
ist says the downfall of the dic- 
lators ought to be very good news 
for all those browbeaten little sec- 
tetaries she sees crying into their 
notes, 

vvyY 


The New Yorker is worried be- 
tause Wrigley refuses to say nice 
Wings about Orbit, but its com- 
ment that it sticks to the bottom 
of chairs okay isn’t much of a 


boost either. 

ee £ 
_R. W. Gifford says Brazil may 
oe our best South American mar- 


Ket, and so far we have barely 


Wee ratched the surface. 
mm How about starting with Car- 
ad meen \Viranda? 
‘ i vyvyr 
“Census officials estimate a much 
- — exodus of women from 
f e | 


ma. or force than is generally 


— ted,” reports ADVERTISING 
ieee Ace. 
Li WA man hates to lose her man 
: Ther ay check. 
| ji, 
uF A Louis judge fined an ad- 
am | <* $100 for selling a dip rec- 


ed for hogs suffering from 
olds. Probably figures a 
fering from flu wouldn’t 


Want to take a dip anyway. 
vv? 


ii. Perfect Name Dep’t: A 
public speaking in Chicago 
‘n officially designated the 
otra «Rasy Club. 

Copy Cus. 


Ruskin, Chen Yu 
Maker, Planning — 


Large Expansion 


Younghusband, Its 
Originator, Keeps 
Dana Going Strong — 


Chicago, May 3. — Regardless 
of whether Chen Yu nail lacquer 
and lipstick advertising continues 
its prize-winning course this year, 
it is certain to stand out at least 
for quantity. Associated Distribu- 
tors, Inc. (name change has just 
been announced to Associated 
Products, Inc.) has earmarked 
$1,500,000 for the 1945 Chen Yu 
campaign, the largest amount ever 
put back of a nail lacquer or lip- 
stick. 

For the past two years Chen Yu 
ads have won the Beauty Fashion 
Award for the best toilet goods 
advertising. The New York Art 
Directors Club medal was awarded 
to Chen Yu for style and glamor 
for 1944 (AA, April 2). This is 


an enviable record for a product}, 


that has been on the market only 
since 1940. Even more unusual 
than the story of the lipstick’s ad- 
vertising, however, is the story of 
Associated Distributors, its maker. 


Sold Chen Yu Last 


‘The company became a corpo- 
ration last July, when a partner- 
ship headed by J. Leslie Young- 
husband sold the Chen Yu line, to- 
gether with 5 Day Deodorant, 
Tattoo cosmetics, DeWans depila- 
tory, and the several other cos- 
metic accessories which form As- 
sociated Dis- 
tributors, for BE 
$2,000,000 to 
Lewis J. Rus- 
kin, founder of 
the Ford Hop- 


kins chain of 
drug stores in 
the Midwest. 


Tattoo Limited 
of Bermuda 
and Great 
Britain was 
purchased from 
the same part- 
nership by Mr. Ruskin for $300,- 
000. 

Mr. Ruskin, whose experience 
in cosmetics in the past was lim- 
ited to that of the cosmetics de- 
partments of his Ford Hopkins 
drug stores, has achieved great 
growth in the 10 months since his 
entry into this field. 

He introduced a new product, 
Chen Yu Cloud Silk cake make- 
up, which first appeared in double- 
page advertisements in Harper’s, 
Vogue and other class magazines 
in January. Details of the Cloud 
Silkk advertising appropriation 
have not been given out because, 

(Continued on Page 62) 


Lewis J. Ruskin 


Cigaret Ads... 


who gets most for his 
money? See Creative 
Man. Other features: 


L- 


Support The Mighty 


Tw WAR LOAN 


reseccsccts” WAS. WEINL CO. spor 

AIDS BOND DRIVE—With this news- 

paper copy, H. J. Heinz Co. for the 

first time devotes the full text of a mes- 

sage to a war bond appeal, supporting 

the 7th War Loan drive. Maxon, Inc., 
Detroit, is the agency. 


Heinz Schedules 
Ist War Bond Ad; 
Runs in 4 Cities 


Pittsburgh, May 2. — Sixteen 
newspapers in Chicago, New York, 
San Francisco and Washington, 
and the Wall Street Journal, have 
been scheduled to run large-space 
insertions sponsored by the H. J. 
Heinz Company in support of the 
7th War Loan drive. This marks 
the first time the company has 
devoted the entire text of an ad- 
vertising message to support of a 
bond drive, although previous 
drives have been noted in Heinz 
copy. 

‘ne advertisement, 1,820 and 
1,000 lines, with two publications 
scheduled for* 640 lines, depicts a 
severely wounded soldier who 
writes his dad of the possible loss 
of his left leg and a less serious 
injury to the right one, and urges 
the father, “don’t tell Mother.” 
Readers are told “You can help 

(Continued on Page 61) 


Expect a Few New Autos 


to Roll Off Lines in ‘45 


Car Cards Read 
by 21% of Market, 
ARF Study Shows 


Newark Report Gives 
First Findings in 
Continuing Study 


New York, May 3.—Twelve car 
cards of as many different adver- 
tisers were recalled by an aver- 
age of 21% of all the 440,000 
people 15 years of age and older 
in Newark, Irvington and East 


Orange, N. J., last October, in 
Study No. 1 of the Continuing 
Study of Transportation Adver- 


tising, conducted by the Adver- 
tising Research Foundation. 

The report, based on 2,575 com- 
pleted interviews in homes in 
these cities, was released this 
week by A. W. Lehman, manag- 
ing director of the foundation. 
Three more reports, based on 
studies made in New Haven, De- 
troit and Cleveland, and covering 
the first year of the continuing 
study, will be released by the 
foundation shortly. Each study is 
based on 1,200 to 2,500 completed 
interviews, and costs from $7,500 
to $12,500. The National Associa- 
tion of Transportation Advertis- 
ing is paying almost the entire 
cost. 


Used Different Approaches 


For the Newark study, the 12 
participating national and local 
advertisers developed for their 
cards entirely different advertis- 
ing approaches from those which 

(Continued on Page 64) 


Last Minute News Flashes 
Pedlar & Ryan Named for Miles’ Product Test 


New York, May 4.—Miles Laboratories, Inc., is reported to have 
appointed Pedlar & Ryan, New York, to handle test advertising of a 
new product soon to be launched. Wade Advertising Agency, Chicago, 
will retain Alka-Seltzer, One-A-Day vitamin tablets, and other reg- 


ular Miles’ accounts. 


Magazines, Newspapers to Promote Sulfa Solvex 
Chicago, May 4.—Scholl Mfg. Company, through Donahue & Coe, 
New York, will introduce Dr. Scholl’s Sulfa Solvex for athlete’s foot 
to consumers in June issues of American Magazine, The American 
Weekly, Collier’s, Life, McCall’s and Parents’ Magazine, in the roto- 
gravure section of the Chicago Tribune and in black-and-white in- 


sertions in the Los Angeles Herald-Express. 


duced to the trade this spring. 


The product was intro- 


Veto Cream Deodorant Tested in Dailies 
New York, May 4.— Colgate - Palmolive - Peet Company, through 


Ad Appropriations 
Per Unit Likely 
to Hit New Peaks 


Detroit, May 3.—There is little 
likelihood that any substantial au- 
tomobile production will take 
place during 1945, but as V-E 
Day perches on the threshold, a 
study of the automotive situation 
here indicates that, barring totally 
unforeseen contingencies, some 
passenger automobiles will roll 
off production lines here before 
the year ends. 

The cars that will come out of 
hastily reconverted shops this year 
will be a mere trickle, but they 
will presage increasing produc- 
tion which will begin to hit its 
stride in 1946. 

But while cars will probably 
not be available this year in quan- 
tities large enough even to satisfy 
the demands of those with highest 
owner priorities, automobile ad- 
vertising is expected to expand 
substantially in all media within 
the next few months. 


Advertising to Increase 


Executives of automobile com- 
panies are notably reluctant to 
discuss merchandising and adver- 
tising plans, but it is an open 
secret in the industry that product 
advertising schedules for the next 
year or so probably will not de- 
pend entirely upon production 
rates, especially among the so- 
called independent manufacturers. 
Whereas the prewar industry- 
wide average advertising appro- 
priation was about $13 per unit, 
some estimate that the average 
for the next twelvemonth may be 
as high as $22. 

_Just how far automotive adver- 

tising still has to go to reach “nor- 
mal” levels is indicated by Media 
Records’ study of automotive lin- 
age in 52 cities. For the first 
three months of 1945, automotive 
linage in the newspapers of these 
cities totalled 5,829,036 lines, far 
below the 14,819,865 line total for 
the same period of 1941, and no- 
where within hailing distance of 
the 37,767,000 lines run jn the 
first three months of 1929. 


Shoot for Expanded Markets 


The impetus which advertising 
will gain as a result of resumed 
auto production is far from diffi- 
cult to assess. Here, as one in- 
stance, is the way one of the 
smaller companies in the industry 
oe up its car advertising 
job: 

“Our advertising and merchan- 
dising program will be carefully 
designed and built for the job— 
for the kind of cars we expect to 
make; for the volume of sales we 
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Ted Bates, Inc., is testing new Veto cream deodorant in newspaper 
insertions of about 200 lines in Peoria, Ijl., Harrisburg, Pa., Shreve- 
port, La., Utica, N. Y., Charlotte, N. C., and South Bend, Ind. Spot 
radio in several of these cities is also being used. 


expect to reach, and for the prac- 
tical needs of the men who will 
do the selling. It is our plan not 
only to build the finest possible 
reputation for our cars nationally, 
but to support the activities of 
our distributors and dealers lo- 
cally at every step. 

“We plan for a program which 
will give broad coverage in na- 
tional magazines as well as key 
newspapers throughout the coun- 
wy... - and it is our plan to give 
| Dew distributors and dealers the "= 
Ted Grange Takes MacFarland, Aveyard Post  vertising=e cially fitted fr tints 

Chicago, May 4.—C. W. (“Ted”) Grange, most recently advertising | needs and position in th ir 9 
and public relations director of Stewart-Warner Corporation, has | munities.” . al cic 
joined MacFarland, Aveyard & Co. as editorial director of the public It is expected, incidentally, that 
relations department, according to an announcement by Harry M. Cole-|the big auto firms will begin di- 
man, vice-president in charge of public relations. 'visional advertising on something 


McKesson & Robbins Switches Drug Accounts 

New York, May 4.—McKesson & Robbins, Inc., has reassigned three 
drug accounts, effective July 1, switching Bax multiple vitamin cap- 
sules from Ivey & Ellington to J. D. Tarcher & Co., and Albolene 
cleansing cream and Soretone rubbing liniment from Tarcher to Ivey 
& Ellington. Tarcher already handles the company’s Bexel vitamin 
B complex capsules. 
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approaching a prewar scale within 
the next few months. 


Many Changes Under the Hood 


What will the first automobiles 
look like? It is probable that they 
will — in most cases — be “face 
lifted” versions of the 1942 models, 
the last produced. There is little 
doubt that most of the initial 
departures from prewar will be 
“under the hood.” Automotive 
engineers have kept close watch 
on wartime auto performance and 
have studied and corrected (on 
paper for the time being) weak- 
nesses thus revealed. In addition, 
the engineers have learned much 
about certain types of equipment, 
convertible with more or less 
trouble to auto use, which have 
been utilized in war vehicles. 

Fundamental car design changes 
are not expected by industry ob- 
servers until the third to fifth 
year after initial production takes 
place. It is believed that, at about 
that stage of the game, the bid 
for business among the various 
auto makers (and there may he 
some new ones) will give rise to 
competition on a new footing. 
Fundamental design changes are 
a costly affair; it has been esti- 


mated that it would take as much 
as $10,000,000 for an auto com- 
pany to put a really “new” car 
on the market. 


Prices to be Higher 


Auto engineers, meanwhile, dis- 
cuss the use of light metals (in 
both the functional and structural 
sense), new _ synthetic fabrics, 
power steering and braking, and 
smaller, more - horsepower - per- 
pound engines as possibilities for 
the not-too-distant future. At 
least one car manufacturer plans 
to install such an engine in the 
first autos he makes. 

Whatever the first automobiles 
look like, consumers can count on 
paying higher prices. 

Executives in the industry point 
to these probable causes contrib- 
uting to costlier cars after the 
war: increased wages, higher 
overhead costs and advances in 
the price of raw materials. Tied in 
with these factors, in addition, are 
certain imponderables. These in- 
clude the efficiency of automotive 
workers, proposed auto price con- 
trols (OPA has already moved 
in on the industry in this mat- 
ter), technological advances in 
auto manufacture and, last, in- 


flationary trends. Conditions pre- 
vailing within the industry after 
the war will exercise consider- 
able effect on postwar auto prices, 
too. 


Study ‘Cheap’ Cars 


Any discussion of price levels, 
however, must also include a note 
about projected ‘“cheap” cars 
which have been mentioned in 
recent months. As they have al- 
ready been publicized, these 
“cheap” automobiles would be 
stripped of most—if not all—of 
the riding public’s luxuries which 
have come to be considered near- 
necessities. 

It will be recalled that the Ford 
Motor Company, through Henry 
Ford II, disclosed late last year 
that it had plans to offer after the 
war a car which would sell for 
20-25% less than the regular lines. 
If the prediction of higher prices 
holds true in the postwar period, 
this low price Ford car would 
sell, by some estimates, for not 
much less than prewar f.o.b. De- 
troit levels on the popular makes. 


Reconversion on Way 


What influence on postwar car 
prices the appearance of such a 


“Test it out 
IN INDIANA FIRST!” 


Even in the halcyon days before selling became the science 


it is today... 


stories .. 


when the best sales were made with the “best” 


. manufacturers of new products, yes, and the first 


“Sales Managers”, were beginning to say, “Try it out FIRST 


in Indiana!” A compliment to Hoosier sagacity? Yes, and an 


accolade to the advance guard of trained merchandising men 


who increasingly used The NEWS as “test pilot” for their 


products on the proving grounds of this rich state. The list 


of manufacturers who today pioneer new products FIRST in 
The INDIANAPOLIS NEWS grows each year. They use the 


results from discerning Hoosierland as criterion for product 


and advertising appeal for the rest of the nation. . 


. and for 


consistently uniform results they use The NEWS, alone, to do 


the 


job. 


The INDIANAPOLIS NEWS 


The Guat Hoosier Datly, Aone, Does the Gob 


FIRST in daily circulation . . 


linage . . 


. FIRST in advertising 
. FIRST in the Hearts of Hoosierdom 


DAN A. CARROLL, 110 E. 42nd St., New York 17 
J. E. LUTZ, Tribune Tower, Chicago 11 
JOS. F. BREEZE, Advertising Director 


model will have cannot now be 
determined. The Ford announce- 
ment was an undeniable jolt to 
competitors’ 1945 planning, but 
most industry people aver that the 
postwar consumer masses. will 
continue to “want as much as 
possible in a car for as little as 
we can afford to install it.” 

While in the military sense, 
V-E Day is in the immediate 
offing, it has already come and 
gone for the automobile makers. 
In effect, the spending programs 
which have been approved in 
Washington for the industry— 
$50,000,000 for new machine tools, 
$35,000,000 for new plant con- 
struction and additions to exist- 
ing factories, and $40,000,000 for 
the rehabilitation of tools and 
equipment — really beat Eisen- 
hower to the punch. That these 
steps were taken when they were 
would indicate similar forward- 
looking action along the same line 
as the weeks wear on. 


Many Problems Ahead 


The auto manufacturers still 
have problems, however, to which 
answers are yet to come. These 
may be listed as follows: 

1. What war contracts will be 
terminated or cut back in the 
coming days, weeks, months? 

2. When will automotive ma- 
chine tools be available? 

3. How fast can automotive 
plants be cleared of U. S.-owned 
machines and materials after tin 
post V-E Day terminations? 

4. The probable number of 
passenger cars which the industry 
will be permitted to make while 
the war with Japan stiil goes on. 

5. Will there be adequate sup- 
plies of all necessary raw mate- 
rials when needed? 


Sequence of Jobs Important 


The answer to the first prob- 
lem precludes intelligent planning 
for quick resumption of auto out- 
put. For example, a plant now 
working on, say, five or six dif- 
ferent war jobs, three: of which 
may be terminated while the 
others continue indefinitely, is 
faced with a much more difficult 
reconversion problem than one 
which gets a clean-cut termination 
of all war contracts. While WPB 
Chairman J. A. Krug has assured 
the industry that most new ma- 
chine tools should be delivered in 
three to five months, the manu- 
facture of some requires a very 
definite time which cannot be cut 
short in any way. Some huge 
castings, for instance, must “sea- 
son” for three to six months after 
they are poured. Provisions for 
plant clearance should be adequate 
for this particular problem if there 
is no breakdown in their admin- 
istration. One bottleneck which 
may seriously retard this phase 
of reconversion is storage space 
for surplus machinery and mate- 
rials. These surpluses must be 
stored some place, and their quan- 
tity is staggering. 


Flow of Materials Needed 


As for the fourth problem, cur- 
rent thinking of industry and gov- 
ernment planners assumes that 
passenger car output at about 50% 
of the industry’s prewar normal 
output will be permitted in the 
first year after V-E Day. Such 
plans, however, would be scrapped 
immediately should victory over 
Japan occur sooner. 

And the fifth problem: mass 
production methods indigenous to 
the auto industry are delicately 
hinged upon the smooth and un- 
interrupted flow of raw materials 
into parts fabrication plants. 
Studies are now under way to 
determine if all raw materials 
such as steel, copper, lead, tin, 
nickel and textiles will be avail- 
able when needed for car pro- 
duction. Some idea of this prob- 
lem can be gathered from the fact 
that the automobile plants must 
have the various textiles utilized 
in car making on hand at least two 
months before the first cars are 
to come off the production lines. 


Form Louttit Agency 


A new general advertising 
agency, T. Robley Louttit, Inc., 
has been formed in Providence, 
R. I., with Mr. Louttit as presi- 
dent. Donald J. MacDonald is 
general manager, Cory Snow, vice- 
president, and Russell Wertz, pro- 
duction manager. 
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Montgomery, 
Paxton Advanced 
by McGraw. il] 


New York, May 3.—Paiil Mon 
gomery has been named a yjo 
president of McGraw-Hi!| py 
lishing Company and publisher 
Business Week. In the later ¢ 


Paul Montgomery 


Albert Paxton 


pacity he succeeds Col. Willa 
Chevalier, who has been appointe 
executive assistant to James } 
McGraw Jr., president of M 
Graw-Hill. 

Col. Chevalier has been py 
lisher of Business Week sinc 
June, 1938, and Mr. Montgomer 
has been with this magazine sing 
1934, when he joined its staff ; 
manager. 

Albert E. Paxton has bee 
named publisher of Engineeri 
News-Record and _ Constructio 
Methods, McGraw-Hill publica 
tions. Mr. Paxton formerly w 
editor and then manager of Mi 
Supplies. In 1937 he became mar 
ager of Engineering News-Recor 
and Construction Methods. 


Southwestern Bell 
Changes Titles 


Southwestern Bell Telephor 
Company, St. Louis, has change 
the name of its advertising de 
partment to “information depart 
ment,’”’ a name adopted by man 
Bell System companies becaus 
the departments handle not onl 
advertising but matters of publi 
relations, employe informatioy 
etc. 

The following have had thei 
titles accordingly changed: Ke 
Woody, general advertising ma 
ager, becomes general informati 
manager; Art Ocker, ad manag@ 
for eastern Missouri and Arkan 
sas, becomes information man 
ager for the area, and Irving Mat 
tick, assistant ad manager, be 
comes information supervisor. 


Brooks to Duane Jones 


Philip Brooks, formerly associ 
ate merchandising executive fo 
Compton Advertising, New York 
has joined Duane Jones Com 
pany, New York, as assistant ac 
count executive to specialize | 
food accounts. 


Woodley Appoints Rolfe 


Charles E. Rolfe, formerly vice 
president of southern New Eng 
land Telephone Company, } 
joined the Albert Woodley Com 


pany, New Haven office, as vice noto} 
president. 
“K 
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Please send us — at once — spe ens * ™ 
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which promotes any of the o% 
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ly vie i ye are killer’s eyes. In a few short years they looked down He would probably have added dozens of more kills to his 
ya 
y Com 


s vice’ notorious “St. Valentine’s Day” massacre in a Cicero, IIl., garage. set out to get Burke. And it got him. Here’s how: it carried 


“Killer” Burke’s gun is silenced now—for good. A little too Burke’s early picture and description and then told of his 


j- late for Traffic Officer Skelly’s family—but, thanks to True habits: one about keeping his right hand stuck in his pocket. 
‘out Detective—not for many another. It was that which aroused a True Detective reader’s curiosity — 


gun barrels at scores of violent deaths—7 at one time in the known record—but for a story in True Detective. That story 


| nn ; : d then his watchful icion. inued thing furth 
iE “he nation’s police had reason enough to call him “the most oe Pes. LES wakeing Meter 


; ;' , firmed the story’s descriptive details. The reader called in 
G dangerous man alive.”’ His way of settling some casual argument Km ee 


ities. Burk ken, identified, jailed. 
Wa® with a bullet. In a minor traffic argument about bumped SE Se NE TARR, NN, SO 
“ea ‘enders, he shot and killed Patrolman Charles L. Skelly. With 


or am 600 more concern than you’d have about lighting a cigarette, 


* * * * 


Publications that steadfastly and tirelessly fulfill a great social 


ww am his oun disposed of Frank Marlow, Frankie Uale, and Frank purpose have a unique place in the esteem of their readers. 


wom W) cht. Actually, no one knows how many fell before his That esteem is an important part of the advertiser’s franchise 
am CO) emptuous gun. in the magazines of Macfadden Men’s Group. ; 


co of the eight MACFKFADDEN PUBLICATIONS 


N 
a Fie Measure of a Magazine's Worth Is Ie TRUE DETECTIVE . MASTER DETECTIVE 
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Denies Nets Have 


making any one research service 
useful to both the advertisers and 
agencies on the one hand, and, on 


time. Both networks 


| 


the other, the sellers of advertising | 


holding power. An index of all 
programs is included, and also a 
ranking of the top 20 programs. 


Mr. Nielsen also took occasion | 
have been |to reiterate his contention that “to 


| 


Canceled Nielsen very patient in working with us |date” the consumer panel tech- 


to resolve these difficulties, and |nique has not been operated suc- 


Audimeter Service © 


| 


Chicago, May 3.—In announcing | 


the effort will meet with success.” 
At the same time, Mr. Nielsen 
served notice that the company’s 


a new advance report for clients radio index would go on regardless 


of its radio index, A. C. Nielsen 
Company this week categorically 
denied rumors that 


of the ultimate fate of the network 


contracts. “We have a= service 


its network | Which is fundamentally sound and | for 


‘I think it is safe to say that all|cessfully, and that “it is far too 
‘concerned are quite hopeful that | complicated a task to be done by 


mail.” 

“T hope you will not overlook 
the fact,’’ he added, “that the Niel- 
sen Radio Index is a consumer 
panel and that this has been oper- 
ating on a rather substantial basis 
about two and _ one-half 


. P . | are 
clients have terminated the service. extremely useful, and we expect | years. . . 


A. C. Nielsen, president, 


told |. go Tight along regardless of | 


“While we have not yet asked 


ADVERTISING AGE that he could |what any client or type of client |these particular homes to report 


“state unequivocably that neither | 
National Broadcasting Company | 
nor Columbia Broadcasting Sys- 
tem has terminated Nielsen Radio 
Index service or served notice of 
such termination. Any person who 
makes a statement to the con- 
trary has been misled by certain 
wholly unreliable statements pub- 
lished some months ago. 


Networks ‘Very Patient’ 


“Tt must be obvious,” he con- 
tinued, “that some rather difficult 


business problems are involved in 


may decide to do,” he said. 
Report Issued Fortnightly 


The new “advance report’ is 
being published fortnightly. It 
consists of 20 pocket-size pages, 
accordion-folded, giving data on 
more than 300 network programs. 
Data shown includes average audi- 
ence, percent of homes using radio 
during each time period and each 
program’s share of the audience, 
as well as the rank of various pro- 
gram types on the bases of aver- 
age audience, total audience and 


|records of their purchases, we 
|have obtained other intimate and 
equally important types of data 
isuch as the brands used, the in- 
| ventories maintained, the brand 
switching, the magazines and 
newspapers in the home, the radio 
listening, etc., etc.” 


Leaves Procter & Gamble 

P. Richardson, in charge of pro- 
motion for Procter & Gamble 
Company’s Teel and Drene, has 
announced his resignation to ac- 
cept an undisclosed new position. 


CAB Elects Connolly 
‘to Board of Governors 


| W. N. Connolly, advertising 
| manager of S. C. Johnson & Son, 
|Racine, Wis., and member of the 
| Association of 
| National Ad- 
vertisers board 
‘of directors, 
| has been elect- 
| ed to the board 
|of governors of 
| the Cooperative 
|Analysis of 
Broadcasting. 

Mr. Connolly 
is the fourth 
advertiser 
member on the 
board, filling 
the seat created 
by CAB’s  re- 
cent announcement that the num- 
ber of advertiser and agency 
members on the board had been 
increased from three to four each. 
The board is composed of four 
advertiser members selected by 
the ANA, four agency members 
selected by the American Associa- 
tion of Advertising Agencies and 
four network members chosen by 
the other two groups. 


W. N. Connolly 


Typical famactonce subscriber . . . 


ROGUERIAS ALIADAS, S. A. (Allied Drugstores, Inc.), in 
Medellin, Colombia, have been subscribers to EL. FARMA- 
CEUTICO since they started in 1928. Today they occupy a three-story 
building, do a wholesale and retail business in drugs, surgical supplies, 
cosmetics, perfumes, etc. They also have their own manufacturing lab- 
oratories. Copies of EL FARMACEUTICO go to their main office 
and two branches in Medellin, three branches in Barranquilla and one 
in Cali. A complete description of the Allied Drugstores, Inc., with 


pictures and diagrammatic sketches was published in the February 1945 
issue of EL FARMACEUTICO. 


Selling the Latin American Drug Trade and Health Field you need 
EL FARMACEUTICO! 


oe 


Business PusiisHers INTERNATIONAL CorPORATION 


[Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.) ] 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


AFA Again Drop; 
Convention: Plan, 
Election by Maj 


New York, May 3.—‘he hog 
of directors of the Av‘vertici, 
|Federation of America. meeti, 


here yesterday, voted ©5 Cang 
its annual convention ¢ézain 
year, and to hold an ann ja] bu 
ness meeting at the Hotel ¢, 


modore on July 11, at which 
new directors will mee? to ¢, 
the chairman, president, secret, 
and treasurer. 

The board voted also io gg 
out election of officers and dirg 


tors by mail vote, and nominati 
committees were appointed for} 
selection of candidates for dipg 
tors and chairmen and vice-cha 
men of the advertising club coy 
cils. Member advertising ¢lyp 
affiliated national groups, and sy 
taining members will receive j 
formation on voting procedy 
within a few days. Until call 
off last year, the convention }aial 
been an annual feature of fede, . 
tion activities since its organi, 
tion 40 years ago. No election 
officers and directors was held | 
year, so terms of all incumbey 
expire this year. 

Eighteen directors will} 
elected, nine for one-year and ni 
for two-year terms. Officers z 
elected for one year only. 

The annual report, for the fis. 
year ending May 31, will discl 
the best year in history in grow 
of membership. An all-time hi 
of more than 900 sustaining mey 
bers has been reached, with | 
companies admitted to membe 
ship in recent months, and { 
new advertising clubs added 
Akron, Racine, Baton Rov 
Louisville and Lynchburg, Va. 


: \ 
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Western Electric Names 
Whitmore Ad Manager 


Will Whitmore, advertising s 
pervisor of Western Electric Con 
pany, New York, has been 4 
pointed adve io 
tising manag¢ 
to succeed t 
late H. W. F 
ster, it has be 
announced | 
F. B. Wrigh 
director of pu 
lic relations. 

Mr. Whi 
more joine 
Western Ele 
tric in 1929 a 
has_ worked 
all phases 
publicity, advertising and maja 
zine editing for the company. | 
originated and edited ‘“Pick-Ups 
specialized publication distribute 
by W-E to the communicati0 
and broadcasting fields. The pu 
lication was suspended early | 
the war and has now been ft 
established as the “Western Ele 
tric Oscillator.” 


4 . 7 
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Will Whitmore 


Sanderson Joins Wade > Th 
Dale T. Sanderson, previous vey, 


advertising manager of OX 
Meyer & Co., Chicago meat ais 
tributor, has joined Wade Advert 
tising Agency, Chicago, as accolll 
executive handling the advertisil 
of Murphy Products Compaty 
Burlington, Wis., food nufae 
turer. 
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Business Papers’ 
Continuing Study 


due, among other reasons, to the 
| wartime difficulty of getting in- 
| terviewers into factories and to 
ithe fact:that so many industrial 
|executives were being moved into 
| war jobs. 
| Mr. Batchelder told ADVERTISING 
AGE that resumption of the con- 
still a long way 


+ ve ° ire 
May Be Revived —iron'sesits?-"saitha deci 
|} m 


New York, May 3.—Plans for 
revival of a Continuing Study of 
Business Paper Reading will be 
discussed at a meeting of repre- 
sentatives of the Association of 
National Advertisers, National In- 
dustrial Advertisers Association, | 
American Association of Adver-| 
tising Agencies and Associated | 
Business Papers at the ANA head- 
quarters here on May 9. | 

The meeting has been called! 
by Edward T. Batchelder, secre-| 
tary of the ANA. The study—if 
plans for it can be agreed on— 
would be conducted by the Ad- 
vertising Research Foundation | 
and financed by the ABP. 

The business papers’ continuing 
study was started in 1941 with 
a pilot test in Rochester, but was 
discontinued after Pearl Harbor, | 


| well as ways 


| search 


ined are the kinds of informa- 
tion which buyers of advertising 
seek about business papers, in- 
volving the reconciling of many 
diverse needs and viewpoints, as 
of covering ade- 
quately the four types of business 
papers—industrial, merchandising, 
institutional and professional. 


Apsey to Take Part 


J. S. Apsey, Black & Decker 
Mfg. Company, chairman of the 
ANA business paper committee; 
Arnold Friedman, Chain Store 
Age, chairman of the ABP re- 
committee, and Harold 
Beckjordan of the Four A’s will 
be among participants at the meet- 
ing. 

A. W. Lehman, managing direc- 
tor of the Advertising Research 


Foundation, which is governed by | 


\of the ANA and the Four 


a joint board of representatives | 
A's, | 


said that until now, “as far as| 


|'the foundation is concerned, the 


business paper study has not been 
revived.” 

The foundation currently is en-| 
gaged in continuing studies of| 
readership of newspapers and 
transportation advertising, and has 
a study of farm paper readership 
in the pilot study stage. 


Krieger Joins Ray-Tele 

Philip Krieger, recently a civil- 
ian engineer in the Signal Corps, 
and formerly a radio engineer 
with the OWI, has been appointed 
manager and a partner of Radio 
& Television Service Company, 
New York. 


Opens Export Office 

Earl A. Denton, assistant man- 
ager of the foreign commerce de- 
partment of the Chicago Assso- 
ciation of Commerce, has resigned 
to open export management offices 
at 221 N. La Salle St., Chicago. 


Time Buyer Daily 
to Appear May 28 


New York, May 3. — A Wall 
Street group headed by Manuel 
M. Cohan, of Neuburger & Hano, 
financial house, has formed Time 
Buyers’ Guide, Inc., 2 West 46th 
St., and will start publication on 
May 28 of Radio Reporter & Time 
Buyers’ Guide, a_ five-a-week, 
slick paper, small tabloid news- 
paper, intended primarily to cover 
all radio time buyers in the coun- 
try. 

Jay Faggen, New York pub- 
licity man, will be president. Edi- 
tor will be George E. Reedy, re- 
cently Washington correspondent 
for the Philadelphia Inquirer, for- 
merly Blue Network commentator, 
and for many years a reporter and 
correspondent for the Chicago 
Tribune. George Gale will be ad- 
vertising director. 

In addition to the business news 
of radio, the new paper will fea- 
ture a daily listing of time avail- 
abilities on every station. It will 


He will serve as export manager 
for several local manufacturers. 


Year's End Event 


Nylon Hose 


sell for $10 a year, 10 cents a 
copy, and will have no newsstand 
distribution. Part of the circula- 
tion at the start probably will be 
“controlled” to insure full time 
buyer coverage. 

Full-time correspondents will 
be employed in Washington, Chi- 
cago and Hollywood, and part- 
time correspondents in other cities. 


Cough-lins Expand 
in Western Market 


Gum Products, Inc., Boston, has 
expanded distribution of Cough- 
lins, chewing gum cough drops 
which were introduced last fall in 
a test campaign in spot and par- 
ticipation radio, car cards and 
newspapers in New England, to 
California, Oregon, and Washing- 
ton, with distribution on the Pa- 
cific through John T. Bond, Los 
Angeles. Production is now run- 
ning to 20,000,000 pieces monthly, 
reports Wellington M. Cramer Jr., 
president, with more than 150,- 
000,000 sold to date. Bennett, 
Walther & Menadier, Boston, is 
the agency. 


Surgeons Portrayed 


Ethicon Suture Laboratories, a 
division of Johnson & Johnson, 


New Brunswick, N. J., in ads in 
Hospital Management, Hospital 
Progress, Hospital Topics & 


Buyer, Hospitals and Modern Hos- 
pital, is offering to hospital per- 
sonnel framed full-color reprints 
of portrait paintings of six past 
presidents of the American Col- 
lege of Surgeons—George Crile, 
George E. Armstrong, John M. T. 
Finney, Charles H. and William J. 
Mayo, and Franklin Martin. 
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Procter and Gamble’s Amazing \ew Clean 


SPIC~SPAN: 


| WASHES ALL-PAINTED SURFACES CLEANER, 
BRIGHTER with NO RINSING! NO WIPING!- 


“Wow My Whole House 
SHINES 
NO RINSING! 1 Wiping! } 


NO LET-UP—Spic and Span produc 

recently purchased by Procter & Gan 

ble, will get plenty of promotion, as + 

1,000-line localized ad in the Time 

Pawtucket, R. I., indicates. Distributig 

of the product is rapidly being 4 
panded. 


KPAS, KSFO Forn 
Two-Station Net 


San Francisco, May 1.—A ty 
station radio network has beg 
formed in California by Wesle 
I. Dumm, president of the t 
companies owning the stations 
KPAS at Pasadena and KSFO 
San Francisco. 

Called the Universal Broadcast 
ing Company, the network | 
allot a substantial amount of tim 
to public service programs ant 
according to its officials, has t! 
policy of closely uniting the Sa 
Francisco and Los Angeles met 
politan areas in dealing with p 
war problems. 

KPAS, owned by the Pacif 
Coast Broadcasters Company, 0} 
erates on 1110 k.c., 10,000 watts 
and KSFO, owned by Associated 
Broadcasters, Inc., operates on 56 
k.c., 5,000 watts daytime and 1,00 
watts at night. 


To Michel-Cather 


Anemostat Corporation 
America, New York, manufacture! 
of diffuser outlets for air cond. 
tioning, heating and _ ventilat 
systems, has placed its advertising 
and sales promotion with Miche: 
Cather, Inc., New York. 


Quinn Promoted 

A. M. Quinn, auditor of the Don 
Lee Broadcasting System, Holly- 
wood, has been elected secretary- 
treasurer and a director. 


——) 


Merchandising Displays 


$18, 000, 000° We're fooling about the nylons, of course — but the figures aren't far off 


the limb that Philadelphia ladies put into hosiery every year. 


We're also pretty accuraie in saying that The Bulletin—read daily by 


nearly 4 out of 5 Philadelphians —helps influence 4/5 of the city’s total 


effective buying power. 


And that is a very large chunk of an annual 


Philadelphia area buying power of $2,149,036,000.* 


That's why we say that for all practical purposes, ONE DOES IT in 
Philadelphia. Which ONE? The ONE newspaper with circulation over 


600,000, the largest evening circulation in America . . 


*U.S. Census of Distribution, 


. The Evening Bulletin. 


Philadelphia Area figures. 


In Philadelphia—nearly everybody reads The Bulletin 


Every display that does not perform its job becomes 
dead storage. Display Guild plans, designs and 
fabricates each point-of-purchase display to con- 
form exactly to its specific function. This highly 
developed technique embraces metal merchan- 
disers; cabinets, stands and dispensers utilizing a 
wide variety of materials; as well as the building 
of I busi hibits, etc. Let us help design 
your post-war displays now. 


with Beauty, Function and Force 


Designers and Fabricators of Metal, Plastic and Wood Displays for Counter, Window and Floor » Busine: Sa 
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Moment on Mt. Suribachi— 


Seven men, slow moving, weighed 


down with field gear and wearied with 
battle, went up the rugged slope of 
Mt. Suribachi that Friday afternoon 
not knowing that within a day 
three of their number would be dead 
and one wounded, and within a week 
all would be immortal in history. 
While the six Marines struggled to 
set the flagstaff in the rubble of the 


bombed and fought-over summit, the 


seventh took pictures of the flag rais- 
ing. Joe Rosenthal, AP man, for fifteen 
years a press photographer around 
Los Angeles, sent in his negatives to 
the picture pool. One of those films 
held the most appealing picture of 
World War II, and made modest Joe 


Rosenthal a national figure. 


Son its members, the Associated 


Press chose E-F to produce an edition 


of the Rosenthal photograph in full 
color lithography, in a print sixteen by 
twenty-two inches. . . With permission 
of AP, we produced some extra copies 
for our friends in advertising. Without 
charge, of course. But only one copy 
per request, please. 

Additional prints in quantities, may 
be obtained by ordering direct from the 
Press Association, Inc., 50 Rockefeller 
Plaza, N. Y. C. 


Cinson-Freeman CO., Tne. Lithographers 


STARR & BORDEN AVENUES, 


LONG ISLAND CITY I, NEW YORK 
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Space Shortages 
Delay Tie-Ins 
with S. F. Meet 


Chicago, May 3.—Although na- 
tional advertising keyed to the 
San Francisco conference con- 
tinued scarce this week, a number 
of additional evidences of tie-in 
copy appeared. 

Part of the reason for the scar- 
city was explained by Joseph M. 
Kraus, vice-president, A. Stein & 
Co., Chicago (Paris garters), who 
reported his company had sched- 
uled a special “welcome” ad in 
several newspapers in San Fran- 
cisco and Oakland, but was able 
to get space only in the San Fran- 
cisco Examiner thus far. 


Mohawk Carpet Mills used 


newspaper space in selected mar- 
kets to tie in neatly with the con- 
ference with an ad showing a 
drawing of a loom and a headline, 
“San Francisco Conference 
Loom of Peace.” Copy also car- 
ried out the theme with an ex- 
position of the international char- 
acter of the carpet weaving in- 
dustry. 


General Cable Runs Ad 


One of the most widespread tie- 
ups was that of General Cable 
Corporation, which published a 
special advertisement featuring a 
painting of a youth by Pat Hol- 
brooke in an ad running from 640 
lines to full pages in more than 
1,200 newspapers. The same copy 
appeared as pages in leading re- 
ligious papers, through Moser & 
Cotins, New York, General Cable 
agency. 


Californians, Inc., meanwhile, 
hit the jackpot with a Saturday 
Evening Post ad which appeared 
on San Francisco newsstands 


.| April 25, the day the conference 


opened. Headed, “C/o Postmaster, 
San Francisco,” the ad was dom- 
inated by Fred Ludeken’s paint- 
ing of the San Francisco wharves 
and the Golden Gate. It told of 
the city’s importance in the war 
effort and said, “Today the eyes 
of the world are on this city of 
St. Francis. Long the headquar- 
ters city of the Pacific Coast, it 
is today as well the diplomatic, 
logistics, and news center for the 
Pacific Theater of Operations.” 


FC&B Scheduled Copy 


The ad was produced and sched- 
uled by the San Francisco office 
of Foote, Cone & Belding long be- 
fore the city was chosen as the 


scene of the current conference. 

Radio sponsors continued to give 
San Francisco a major play in 
their programs, with more net- 
work shows originating there than 
ever before. Last week, for ex- 
ample, Eversharp broadcast one 
network show from the city, with 
war bonds as admission to the 
broadcast and United Nations 
delegates as guests. 


Joins ‘U. S. News’ 


H. W. Fortey has resigned as 
director of public relations of the 
American Hotel Association, New 
York, to join United States News 
as promotion manager. He was 
previously assistant to the presi- 
dent, De Walt Products Corpora- 
tion, Lancaster, Pa., and director 
of advertising, sales promotion and 
public relations of Warner & 
Swasey Company, Cleveland. 
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Retailers Receive 
Sixth War Lown 
Display Awards 


New York, May 3.—Elevep re 
tailers today received ay 
outstanding displays they . 
in support of the 6th Way, 
The War Advertising 


facturers subscribed $115,%\ 

Top awards of $1,000 
went to the following: Depart 
ment stores, Mandel Brothers, ¢}j 
cago; hardware stores, Ankeg 
Hardware Company, Paloys 
Wash.; jewelry stores, Square De, 
Miller, Detroit; grocery Stores 
Davey’s, Greensburg, Pa.; dry 
stores, James Street Drug Stor 
Seattle; women’s apparel and spe 
cialty stores, Saks Fifth Aveny 
New York; men’s apparel store 
Nebraska Clothing Company 
Omaha; gasoline stations and ga. 
rages, Capital Motors, Helena 
Mont.; radio stores, The Atwell 
Company, Boston; furniture ang 
floor covering stores, Union-Fer, 
Troy, N. Y.; limited-price variet 
stores, McCrory’s Corporation, In. 
dianapolis. 

These manufacturers each oj. 
fered $10,500 worth of bonds x 
prizes in their respective fields 
Abbott Laboratories, Chicago; By. 
ova Watch Company, New York 
Clopay Corporation, Cincinnati 
Cluett, Peabody & Co., New York 
Congoleum-Nairn, Inc., Kearny, y, 
J.; General Foods Corporation 
New York; Henry Disston & Sons 
Philadelphia; Kops Brothers, Ine 
New York; Shell Oil Company, 
New York; Sylvania Electric Prod. 
ucts, New York, and Textron, Inc, 
New York. 


Ice Industries Group 
Sets Up N. Y. Office 


The National Association of Ice 
Industries, which has its headquar- 
ters in Washington, has set up a 
New York office at 535 Fifth Ave 
to provide information concerning 
the industry. 

The office will be managed by 
Mary Pentland, appointed public 
relations counsel. Mrs. Pentland 
formerly was consumer analyst for 
Fawcett Publications, is a nation- 
ally known public relations and 
research expert, and was the firs 
winner of the Josephine Snapp 
award for outstanding achieve- 
ment in advertising. 


French Ups Cockcroft; 
Knott Heads Atlantis 


John D. Cockcroft has _ been 
elected president of the R. 7 
French Company, Rochester, N. Y 
manufacturer of food and house- 
hold products, and William 8 
Knott has been named president o! 
the Atlantis Sales Corporation, its 
marketing affiliate. They succeed 
Daniel Burke, former president o 
both companies, who was recently 
elected chairman of the board of 
directors. 


Name Fey Ad Manager 
Harry J. Fey, member D 
advertising department of Jame 
R. Kearney Corporation, St. oul 
since 1932, has been apy inte 
advertising manager. 
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First Aid Week Set 
for May 18-26 


For the 24th successive year, 
National First Aid Week will be 
sponsored May 18-26 by the Na- 
tional Association of Retail Drug- 
gists, Chicago. Promotion will be 
confined to increased display of 
surgical dressings and the like by 
druggists. 

Special display material will be 
supplied to druggists by Johnson 


TURTON 
BROWNE |... 
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& Johnson, Bauer & Black, Parke| 
Davis & Co. and perhaps other | 
makers of surgical dressings and 
drugs. American Druggist has 
also prepared a poster promoting 
the week. 


Joins National Radiator 


P. M. Hutchins, previously gen- 
eral promotion manager of the 
Pittsburgh Sun- Telegraph, has 
been appointed manager of ad- 
vertising and sales promotion of 
the National Radiator Company, 
Johnstown, Pa. 


B-1 to Build Postwar 


B-1 Beverage Company, St. 
Louis, has announced that after 
the war it will replace its pres- 
ent building at 4000 Lindell Blvd., 
by erecting at the site a new $75,- 
000 building to contain its offices, 
laboratories and warehouse. 


Vernet Shifted 


Jean L. Vernet, previously in 
charge of research for postwar 
products, George A. Hormel & Co., 
Austin, Minn., has been appointed 
manager of the institutional de- 


partment. 


Appliance Owners 
to Purchase Same 
Brands Postwar 


New York, May 2.—Postwar 
purchasers of home appliances will 
maintain the same brand prefer- 
ences as they do at present ac- 
cording to a survey of its readers 
made by Modern Magazines, New 
York. Of the more than 4,000 per- 
sons polled throughout the coun- 
try, most of them expressed buy- 
ing intentions which coincided 
with present ownership, signifying 
satisfaction with the products. 

Although the percentages 
varied in the electric iron, refrig- 
erator and radio fields, the ex- 
pected purchase was in the same 
order as present ownership. Elec- 
tric toasters and vacuum cleaners, 
however, did show some changes 
of opinion. 

The leaders in the electric iron 
classification were General Elec- 
tric, Westinghouse and Sunbeam. 


Present owners of G-E irons were 
39.9%, but 53.8% expected to pur- 
chase after the war. Westing- 
house, with 13.3%, had an expected 
17.3%; Sunbeam’s current 9.4% 
was dropped to 7.8% postwar. 

Philco, RCA and Zenith led the 
radio field, and would continue to 
lead after the war. Although 
Philco at present is owned by only 
26.8%, 41.4% signified their in- 
tention to purchase a new Philco. 
RCA and Zenith, with approxi- 
mately 10% of the current mar- 
ket, would retain that market, 
with only insignificant increases. 

G-E refrigerators would get the 
greatest postwar play, followed by 
Frigidaire and Westinghouse, with 
Kelvinator dropping to fourth 
place, according to the study. 
G-E’s 22% present use would be 
hiked to 35.1%, but Frigidaire’s 
14.9% would drop to 9.8%. That 
figure would be matched by West- 
inghouse, a rise from present use 
of 7.8%. Kelvinator, now in third 
place at 10%, would drop to fourth 
at 6.5%. 


Toasters May Shift 


Toastmaster, which trailed G-E 
in the toaster field, will be the 
leader if “expected purchases” 


matching custome 


When the giant of American production for war turns to produc- 
tion for peace, there must be a consumer for every product that rolls 
off the line.. from Maine to California and from Canada to the Gulf. 


Can you picture in your mind’s eye this avalanche of 
commodities on the nation’s conveyor-belt? 
be slightly terrific is sheer understatement. 


In spite of today’s starved market, these goods will have 

to be sold, in earnest competition for a slice of the consumer's 

dollar. That will call for mass selling, with a mass medium, like radio, 
applying its demonstrated power and penetration. 


In markets like Pittsburgh, Philadelphia, Boston, 
Springfield (Mass.), Ft. Wayne, and Portland (Ore.), a sagacious 
group of American manufacturers will look to the stations of 
Westinghouse for this mass power. Even now, many of them are 
pre-viewing their products for the 18,000,000 prospects 


in these rich regions. 


To say that it will 


rs to commodities 
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turn into actual sales. Its presen, 
percentage, 26.4, will increase ;, 
44.9, whereas G-E’s 28.5 \ vais 
only to 32.6. Westinghou sia 
in third place with 8.4%, 2 
tinue in that position with 


pected 9.3%. 

Vacuum cleaners, except or the 
leader, show the greatest ch anges 
Hoover will maintain its firs) place 
position, 27%, according «) + 


study, with expected purc 
34.5%. Eureka, tied with G-& {,, 
second place at 11.2%, \ be 
bought by only 3.6% and bot) wij 
be superseded by fourth »lace 
Electrolux which will jump ‘rom, 
10.1% to 16.7% and second place 
G-E, however, will maini its 
relative position, with practically 
the same figure as at presen: . 


Tide Water Starts 
1945 Newspaper Drive 


Tide Water Associated Oil Com. 
pany, New York, has opened g 
1945 campaign in 300 newspapers 
of 250 cities in New England 
Middle, Atlantic and northern Vir. 
ginia area. Ads will run weekly 
on the average, with 1,000-line 
insertions in some areas, the 
others carrying 800 and 750-line 
copy. 

First copy is captioned “Giant 
power over your head... . giant 
power under your hood,” with 
emphasis on the power postwa) 
motorists will enjoy when using 
Tydol Flying A gasoline. A _ box 
is included, giving “musts” ; 
“make sure your car outlasts the 
war.” Agency is Lennen & Mit- 
| chell, New York. 


RCA Instruments to JWT 

RCA Victor division of Radi 
|Corporation of America has ap- 
| pointed J. Walter Thompson Com- 
_pany, New York, to handle adver- 
tising for RCA Victor radios 
'phonographs and television home 
receivers effective Jan. 1, 1946. 

The transfer of the instrument 
account from Ruthrauff & Ryan, 
| now gives JWT three divisions of 
RCA Victor, the others being Vic- 
|tor and Bluebird records and RCA 
| Victor international division. 


GITS Plastics 


COMBINED WITH METALS 


A high degree of experience-acquirec 
_mechanical knowledge of both plastics 
and metals, supported by an understanc- 


_ing of artistic design has provided ¢ 


scientific answer to many problems thet 


could not be solved by a mere under 


For matching customers to commodities, it is later 
than you think. Consult our National representatives, listed below. 


WESTINGHOUSE RADIO STATIONS Inc 


@ KEX *« KYW © KDKA * WBZ + WBZA + WOWO 


REPRESENTED NATIONALLY BY NBC SPOT SALES—EXCEPT KEX e KEX REPRESENTED NATIONALLY BY PAUL H. RAYMER CO. 


standing of molding production alone. 


Gits has made a thorough study of the 


proper use of metals and other moterie’s 
in conjunction with plastics. From 
study has developed the Gits Flesh/igh 
widely used by the armed forces—pro> 
ably the most durable flashlight mace 
today. These flashlights are complete!) 
fabricated by Gits. The Gits pocte 
knife is another example of co 
metal working and plastics, where’ bof 
fabrication of metal parts and piast< 
molding is completely accomplis)°¢ | 
the Gits plant. These and other pro? 
ucts, too numerous to mention 
that Gits knows metals as Gits 0¥% 


| plastics—an unusual combination 


This scientific experience of the fF 
present will solve many post wa 
problems. 
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Industrial Advertising Readership 


There are significant indications 
that the next field to have the 
benefit of continuing readership 
studies may be industrial adver- 
tising. Interest on the part of ad- 
vertisers, agencies and media has 
reached a point where the various 
groups concerned can sit down 
and begin discussion of the details 
of setting up the project. It can 
be made extremely useful to all 
concerned. 

Industrial advertising is now at 
an all-time high in dollar volume, 
if not in pages run, and while 
many industrial advertisers have 
extended their promotion to the 
general field for public relations 
and other purposes, the industrial 
publication, edited specifically for 
industrial buyers, continues to be 
the backbone of industrial adver- 
tising campaigns. Like other ad- 
vertisers, those in the industrial 
field know that their advertising 
will be called upon to carry an 
increased share of the marketing 
load postwar, and that to make it 
as effective as possible more in- 
formation regarding readership 
can be used to great advantage. 

The idea of studying advertis- 
ing readership in industrial pub- 
lications has been discussed here- 
tofore, but unfortunately has been 
confused to some extent with over- 
all readership of publications. Be- 


cause of numerous difficulties in 
the way of doing a complete job 
in the latter field, it is obvious 
that the study of readership of 
advertising should be _ treated 
separately from that of surveying 
readership of publications. 

George J. Callos, advertising 
and public relations director of 
the Allis-Chalmers Mfg. Company, 
one of the largest and most suc- 
cessful advertisers in the indus- 
trial field, told the Chicago In- 
dustrial Advertisers Association 
jnot long ago that readership 
|studies of his own company’s ad- 
|vertising have been extremely 
helpful in bringing about im- 
provements. For example, he noted 
that the illustration and the head- 
line have been found to be the 
|most important parts of the in- 
| dustrial ad, and consequently they 
have been given more emphasis in 
layout than is customary. That 
is merely one indication of how 
advertisers benefit from measur- 
ing readership. 

The industrial advertising field 
has been making rapid progress 
of late, and we are confident that 
the establishment of a sound pro- 
ject for continuing readership 
studies will greatly accelerate the 
improvement now going on in all 
parts of this important division 
of marketing. 


Uncle Sam, Advertiser 


The Procter & Gamble Company 


{have the advantage of advertis- 


10 Cents a Copy, $2 a Year 


"Today's episode was gruelling, but we better get lots of rest for tomorrow— 
| break my leg, you get a touch of double pneumonia, and little Otis falls 
into a quarry!" 


“ I Wlsdny 


Lichty, Chicago Times 


First Day Cover 


To commemorate the opening 
day of the United Nations Con- 
| ference in San Francisco, the San 
| Francisco Chronicle mailed a first 
i'day cover bearing the stamp de- 
|signed for this historic meeting, to 
|advertising and agency executives 
all over the United States. Inside 
| was a letter from George T. Cam- 
/eron, publisher, stressing the news 
|coverage which the Chronicle is 
|giving the conference, and point- 
ing out that this coverage “is 
typical of the international inter- 
est always displayed by the 
Chronicle, and one of the reasons 
it is recognized as one of the coun- 
try’s great newspapers.” 


News at Lunch 

And in Salt Lake City, Station 
KDYL has inaugurated a new 
ness men. 
goes to the luncheon meetings of 
\local civic and business groups 
land reads a three-minute news 
summary over the public address 
system at the beginning of the 


special service for the city’s busi- | ™¢ 
Armed with the latest | railroads apart last week for rais- 
dispatches, a KDYL announcer | ing their fares, inserting parenthet- 


| 
| 


| has been a magazine publisher for 


destroyed or excreted before the 
peak is reached... 

“Many experienced drinkers 
claim that mixing drinks acceler- 
ates their absorption and the ra- 
pidity of onset and depth of in- 
toxication. . . It is possible that the 
olfactory and gustatory effect of 
mixed drinks may be to accelerate 
gastric emptying and hence ab- 
sorption. . . The mixed drink may 
not only represent a higher alco- | 
holic content than the single bev- | 
erage, but the drinker, ignoring | 
this fact, may consequently drink 
more when he mixes his drinks, | 
without realizing the fact.” 

How true. 


Those War Ads 

Herb Graffis, columnist for the 
Chicago Times, who knows what 
advertising is all about since he 


many years, took the suburban 


ically that “some of them have 
had very nice ads patting them- 
selves on the back for national 
service in wartime.” 

No company yet, said Herb, has 


| No. 2451. 


is generally considered to be the|ing expenditures by private com- 
largest advertiser in America, but| panies during the war period, the 


meeting. The Exchange Club was | come out with an ad that said, in 
first to accept the new service, and | effect: “Sure we are doing a swell 


the Salt Lake Advertising Club is) War job. Why shouldn’t we? We 


the chances are that the next few 


years will see another advertiser | 


emerging not only the most 
important but also the biggest in 
size of expenditures and scope of 
operations. We refer to Uncle Sam. 

The disposal of surplus prop- 
erty, already under way, will be 
in many respects the largest mer- 
operation in all his- 


as 


chandising 


tory, if we except the campaigns 
for the sale of war bonds, which 
because of their patriotic appeal 


numbers of 
donated 


and the 
volunteer 


use of large 
workers and 


advertising can hardly be com- 
with a 
such as the 
billion dollars’ 
ital goods and consumer! 
the government 


at the end of the war. 


pared commercial under- 
disposal of the 
of 
prod- 


will 


taking 
many worth 


which 


that 


projects 


It should be noted, too, 


while many government 


campaigns we are talking about, 
to 
Property Board of the Department 
of Commerce and the Reconstruc- 


tion Finance Corporation, respec- | 


tively, will be financed directly by 
the federal government, and thus 
will be comparable in all respects 
with commercial advertising. 
Advertising agencies will pre- 
pare and place this advertising, 
and it should be tops in reader 
interest and effectiveness. While 
the over-all policies to be followed 
in the disposal of governmént sur- 
pluses are obviously more im- 
portant to business than the ad- 
vertising itself, the latter will take 


on increasing significance if only 
because of its size and the un- 
precedented position which the 


government will assume as a lead- 
ing if not the largest advertiser 
in the country. 


now using it too. 


Scientific Drink Department 


Admen will be particularly in- 
terested, we are sure, in the latest 
|scientific data assembled by the 
American Medical Association, be- 
cause it not only deals with drink- 
ing, but with mixing drinks. Says 
the medical authority: 


be conducted by the Surplus | 


“Despite the general belief that | 


|are getting paid very well for it No. 2492. This Changing America 


| selling expense. Besides, we might 


by a customer who requires no 


| 
not have a business or jobs at all, 
if we didn’t do better than ever 
before. So why should we brag?” 

He’s right, as far as this column 


knows. 


None of the war adver-| 


| tising we’ve seen has stressed this | 


approach, although one or two}! 
|companies have reached for it, | 
timidly. What we can’t under- 


there is a greater tendency toward | 


drunkenness if alcoholic beverages 
are mixed successively, it is prob- 
able that the differences are really 
quite small and that an equal 
amount of alcohol, taken in the 
same total volume of liquid, would 
produce practically equal effects. 
“The concentration of alcohol in 
the blood and brain is determined 
chiefly by the amount of alcohol 
consumed. However, the rate of 
absorption also affects the con- 
centration reached, since if it is 
slow some of the alcohol may be 


stand is why some bright adver- 
tiser hasn’t used it, because, if 
effectively handled, it would prob- 
ably create more good will than 
all other ads put together. 


Jottings 

The makeup man’s difficulties 
reached a new high with the ap- 
pearance April 25 of a 300-line 
ad sponsored by Pacquin, Inc., 
in the New York World-Telegram. 
“Don’t let winter make your hands 
look old,” said the copy. ‘Wake 
up... this is January.” 


St 
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The following documen': 


May 
be secured without charg» frop 
companies sponsoring them, 4 


through ADVERTISING AGE, by an 
national advertiser or advcrtisin, 
agency executive writing on jj 
business letterhead. 


No. 2504. Look at Fresno Thi 
Way. 
Postwar prospects for the 


Fresno, Cal., market are empha. 
sized in this folder, issued by the 
Fresno Bee, Gains in population 
farm income, bank savings, retajj 
sales and other market indexes are 
shown graphically, and the pam. 
phlet includes a map of the mar. 
ket area with a circulation break. 
down. 


No. 2485. The Pittsburgh Market 


Population density is the theme 
of this folder, issued by the Pitts. 
burgh Post - Gazette, which ip. 
cludes a map showing the city as 
the center of its 50-mile area, with 
colors indicating population den. 
sity, and a tabulation of market 
data covering population, sales, 
number of stores, radio homes, ete 
Another map and tabulation shoy 
a comparative picture of the Mil- 
waukee, Chicago, Detroit, S$ 
Louis, Cincinnati and Cleveland 
markets. 


Market Maps of Akron, 

The Akron Beacon Journal has 
issued this folder, which contains 
a complete map of the Akron area, 
showing number of families by 
districts, the main city business 
district and neighborhood business 
districts; a map of the trading 
area; rental map, and a list of 
Summit County manufacturers 
and products made in the Akron 
area. 


No. 2472. What Will Happen in 
the Movies the Day War Is 
Over? 

This booklet, issued by Ampro 
Corporation, contains a reprint of 
an article in Cosmopolitan, which 
tells about the effectiveness of 
training and entertainment pro- 
grams for the armed forces, and 
about postwar possibilities of 16 
mm. films in supplementing text- 
books in schools and colleges. 


No. 2463. People and Markets of 
Tomorrow. 

Opinions and reports of individ- 
uals, companies, associations and 
government, forming a symposium 
of postwar thinking and planning, 
are contained in this brochure, 


issued by Hearst Newspapers. The 
subjects include employment, re- 
tail distribution, sales planning, 
public relations for industry, and 
many others, with charts on varl- 
| ous aspects of the postwar m rket 


picture. 


Major social and econome 
changes that have taken pl in 
this country from the beginni"s ° 
the century to the middle « 
are discussed in this bookl: 
sued by Macfadden Public 
Population changes, movem: 
families by income levels, e! 
ment and the labor force ar‘ 1€ 


|of the subjects covered. 


No. 2454. The Spokane Ma 
This profusely - illustrate 
ket study, issued by the S 
man - Review and Spokane 
Chronicle, contains a wealt! 
formation about the Spokan¢ 
—its wartime development 
cultural and livestock outlo 
sources of income, with d: 
population, housing, retail 
and wholesale distribution. 
sections of the book descr1! 
newspapers’ editorial setup, 
lation and advertising reco! 
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Help US. 
catch this bird! 


HIS Dove of Peace is an elusive bird. Last 

time — with a few grains of salt and a little 
wishful thinking — we kept him around for over 
twenty years. 

This time we want him permanently. 

We have a chance — America has a chance — 
to make this peace mean something more than 
a pause between wars. Now, this month, at the 
United Nations Conference at San Francisco, 


1 


0 finish 


the war and win the peace! 


the groundwork is being laid for a lasting peace. 

We, as members of the advertising profession, 
have an important job to do this month. We have 
had experience in creating public opinion. We 
must use that experience ow to inform our fellow 
Americans of the importance of keeping united 
to finish the war and win the peace. 

The story is simple logic: 

Organized cooperation with out allies—it's help- 


This space sponsored by 


a 


ing us win the war... and it will assure our 
winning the peace. 

Every American must be urged to do these 
three sensible things: 

Keep informed... Keep an open mind... 
Keep united. 

Plug unity in every ad you can. Make it hit 
home. This time we've got to catch that bird 


for keeps! 


COLLINS, MILLER & HUTCHINGS 


Photo-Engravers : Chicago 
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London Lights 
on Again, But 


ness hours. The need for fueljerection of electric advertising ’ 
economy is responsible for this, | signs in cities and towns? Of those PX Sales for 44 
but it may well be that before| replying, 67% said yes to (a), “17 

such economy can be abolished, | 29% were opposed, and 4% had Top Billion Mark 

Bi new regulations will be framed to|no opinion. With regard to (b) 

Not on Signs restrict the use of outdoor adver-|60% voted for control, 35%) New York, May 3.—Sales of 
| tising as it was used in peacetime. | against, and 5% had no opinion. | Army post exchanges 
London, England, April 23-—|; Meanwhile, the Centre of Public | |proximately $1,000,000,000 
Although the black-out gave way | Opinion has tested the feelings of Anfenger Enlarges | 1944, according to Army Special 
some time ago to the dim-out/ordinary consumers’ by putting | _ | Services. 

which, since yesterday has been|two simple questions to them, and | Anfenger Advertising Agency, 
replaced by the freedom of street|the answers are of some signifi- | St. Louis, has leased 1,500 square 


were ap- 
for} 


certain 
available for 
such as 
and Ronson lighters and 
cently, golf balls which 
distributed overseas only 


Advertising Age, Ma 
Servicemen continu 
articles which 
civilian 
electric shave: 


C. J. Backstrand, vice-} 


are available for 1943, since there | in charge of manufacturin 


Armstrong Cork Elects 


Although no complete figures | esidens 


and house lighting, two main re-| cance. The two questions and the | feet of additional floor space in| was no report on overseas sales, | strong Cork Company, L: — 
strictions still exist in London. | replies obtained are as follows: the building it now occupies at | the over-all figure in all probabil-|Pa., has been elected firs: vic 

Outdoor illuminated signs are| Would you favor or disfavor|1706 Olive St. The space will | ity was a definite increase over | president, succeeding F. J. Sute. 
not allowed, and shop windows| government legislation to control| house its radio, television and ac- | that year. Domestic sales in PX’s| who is retiring, but will remain - 
may not be lighted more than is! (a) the erection of advertisement| counting departments. /reached $558,000,000 in 1943. director. Kenneth O. Ba laid 
necessary actually to see _ the) signs and hoardings in the coun- eer | The PX system is so complex! been named general vic presi. 


goods, and then only during busi-|tryside? and (b) billposting and) Resigns Two Accounts | that there is no figure on the num- 

Ross Advertising Agency, St. ber of actual exchanges, it was 
Louis, has resigned the accounts | Said, but there are 11,000 outlets 
of Acquin Pharmacal Company,|Supplying PX’s throughout the 
maker of Acquin headache tab-| world. Each of these outlets, how- 
lets, and Sapo Elixir Chemical|ever, may supply more than one 
Company, maker of dry cleaner. post exchange. 


GIBBONS 


ADVERTISING 


KNOWS CANADA 
J. J. GIBBONS LTD. 


AW STREET. - TORONTO 
REGINA, CALGARY, 


MERCHANDISING 


TORONTO MONTREAL WINNIPEG EDMONTON, VANCOUVER 


VER 350 ADVERTISERS 


of aftermarket products, during 1944, 
ran space in both JOBBER TOPICS and 
SUPER SERVICE STATION Magazine 


JOBBER TOPICS is the only 


publication edited exclusively 


was BORN with the industry in 
1929...GREW UP with the in- 
dustry. Every month over 56,000 
copies reach owners and op- 
important men inthe automotive —_ erators of super service stations. 
aftermarket!” It is the Number The number of leading man- 


for automotive jobbers and their One book serving this group. _ufacturers who advertise con- 


SUPER SERVICE STATION 
Magazine is the Number One 


salesmen. Founded 23 years ago sistently in our publications 


on the premise that “The jobber proves the effectiveness of 


and his salesmen are the most book in the gas station field... It these magazines. 


THE IRVING-CLOUD PUBLISHING COMPANY 


435 North Michigan Ave., Chicago Il. . . 420 Lexington Ave., New York City 17 . . . Leader Building, Cleveland 14 


|dent, and succeeding him 
president and general manzger ; 
C. N. Painter. 


Buys Vineyard Firm 


Vice. 


Garrett Wine Company, Brook. 


interest in the 


llyn, N. Y., has purchased con. 
| trolling 


Italiay 


| Vineyard Company for about $5. 


000,000. 
5,000 acres of vineyards 


The purchase 


includes 


In the 


| Cucamonga area of California an 

| several million barrels of maturins 
| wine which will be available fo 
| consumption next year. 


4th in a Series of 


“Food for Thought” 


—— 


‘‘We Are Exclusive 


Advertisers in th 
Morning 


Albany Times-Union.” 


MR. S. CRAMER 


Owner 


e 


S & G Cramer Com- 
pany, operating whole- 
sale grocery house 
and "super markets.’ 


Starting in grocery b 


usl- 


ness 26 years ago as whole- 


salers and beginning t! 
super market activity 
years later, S & G Cra: 
Co. have expanded 1 
idly. They now operat 
supers, as well as 

wholesale business. 

Cramer’s post-war p! 
are centered around 2 
portant angles — char 


to meet growing com) 


tion and service. S & 
Cramer Company will « 
tinue to bid strong 
business within the a: 
they operate. 
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FIRST 


in General Advertisin 
In Retail Advertising 
In Classified Adverti 
In TOTAL Advertisina 
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DAILY and SUNDA’ 
A HEARST NEWSPA 


Represented National: 
HEARST 


ADVERTISING SERVICE 


ielr 
1] 
ner 
ap- 
iy 
he 
Mr. 
ins 
m- 
s 
fl- 
(, 
Il- 
" 


ri by 


) 


- 


y 


~ oY Or <3 


a 7, 1945 
re : . 
Ur Chase 
Zippo 
% 
2 ; 
*%, 4 
po 
SSS 
ee 
a 
“ie \ | ee 
a 
, B' ‘ <— Wy | 
a a. P \ = 
a “ .* i \ 
Aish igs es i WY 
Ww b (P a.  "\W | 
i \ ae ” Wa oie WN 
“i . .% ‘a s til # ee 4 2 = be re \, | a 2S A ae —.....:~—~—Ot~S 
W . ‘ 7 £ on 2 ‘iad } 3 it — N \ 
: age a , di Hi * ey spe : q a 2) ae % & ie. ’ 
PAL \ ar a 2 —e (| i ae 
) =r 1A A. ee a | ae - ey 
Te ‘“ . ; ; telat pe | ie os q Ae j 
/ x at a ‘ a ee 4 
A “Cs “ a a . | Be be : 
| ; ez we LL Ze @ 
: « See f P wo "ot by ee | ee a 
f “gi be "7 we ye ¥ als a si ee 7” P 
: ey, (ge eile ' 
ee on Z 
. AA See . | 
R: / oe a 
— ' 
| ee 
ital r ee 
eI 
| | | 
, | 
: 
_—_ | | 
ee __ | 
Po | 
SSS TS TT A A A AS | 
. 
Po 
as _ 7 


**' THE HEARST NEWSPAPERS believe 


ardently in the American system of politics 


and economics which for a century and 


a half has successfully raised the lower 


strata to a nearer level with the upper.*° 


QR Meas Publisher 


HIS quotation is from an editorial 

by William Randolph Hearst writ- 
ten April 21, 1935, on the policy of the 
Hearst papers. 


The unparalleled power and prosper- 
ity, political, industrial and economic, 
that the United States has achieved has 
been due, in the main, to the now 150- 
year-old “miracle” of the steady lift of 
the lower strata of the population to 
the higher strata. 


This has been brought about by a 
rigid adherence to the “American Sys- 
tem of Politics and Economics,” as 


Mr. Hearst says. 


That system of politics has been the 


embodiment of fair play and equal 
opportunities for all. 


And because of that uplift of the 
masses and their enormous increase in 
purchasing wage-power private busi- 
ness has continually and legitimately 


expanded. 
The Hearst papers will unalterably 


advocate, as they have in the past, a 
continual raising of the level of the 
lower strata of our population by nor- 
mal means. 


And that is why the Hearst news- 
papers are good newspapers for our 
readers and good newspapers for our 
advertisers. 


THE HEARST NEWSPAPERS 
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Machine Tool Export 
Group Is Formed 


Federal Trade Commission ap- 
proval under the Webb-Pomerene 
law has been requested for a pro- 
posed American Machine Tool Ex- 
port Association which would pro- 
mote exports of machine tools, 
parts, appliances and accessories. 
The group, with temporary head- 
quarters at West Allis, Wis., would 
set up a New York office later. 

Association president is Joseph 
L. Trecker, executive vice-presi- 
dent of Kearney & Trecker Cor- 


poration, Milwaukee. Other mem- 
ber companies include Warner & 
Swasey Company, Lodge & Ship- 
ley Machine Tool Company and 
Landis Tool Company. 


New Home for Paper 


Arizona Publishing Company, 
publisher of the Phoenix Republic 
& Gazette, is planning an ultra- 
modern plant occupying an entire 
city block in Phoenix to be con- 
structed as soon as materials are 
available. The company plans to 
invest $1,000,000 in the building. 


Canfield Promoted 


Homer Canfield, assistant man- 
ager of NBC’s Hollywood press de- 
partment, has been appointed pro- 
duction manager of the network’s 
western division, succeeding How- 
ard Wiley, who has joined NBC’s 
Hollywood production staff. 


Booth Names Durstine 


Booth Fisheries Corporation, 
Chicago, has named Roy S. Dur- 
stine, Inc., New York and Chicago, 
to handle advertising for the 
frozen foods division. 


In Washington's 

2nd Market only 
does 

the job. See how daily 


newspapers rank in their 
coverage of Tacoma- 


one paper 


Pierce County. 
THE TACOMA 


NEWS TRIBUNE'S 
COVERAGE IS 


73% 


TACOMA-Pierce County is responsible for 


a long list of forest products. Tacoma pro- 
duces over 500,000,000 board feet of lumber 


a year — over 175,000,000 square feet of ply- 
wood — over 2,500,000 fir doors—a large 
quantity of millwork, furniture and related 


items. It is an important pulp manufacturing 


center, and is developing industries which 


will utilize wood-waste and by-products 


vy vx *%& Just one more reason why Tacoma- 


Pierce County is Washington's Second Mar- 
ae 


Second Tacoma ° 
Paper's Coverage 47% 
Seattle Morning 8% 


Paper's Coverage 


Seattle lst Evening 4% 


Paper's Coverage 


a “must buy” on every schedule! 


| 
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Network Hooperatings for Api] 


Daytime Program Audiences 
MOST LISTENERS PER SET: 


Program Sponsor Total 
Captain Midnight Wander Company 2 6: 
Tom Mix Ralston Purina Co. 95 
Hop Harrigan General Foods Sales Co. 9 54 
Most Men: Tom Mix, with 0.46 (Ralston Purina Co.) 


Most Women: 


Ma Perkins (NBC), with 1.33 (Procter & Gamble 
Most Children: 


Terry and the Pirates, with 1.37 (Quaker Onis ¢, 


MOST SETS IN USE: 
1. Monday through Friday, 12-12:15 p. m., EWT............ 194 
Programs: Glamour Manor (Procter & Gamble) 
Kate Smith (General Foods) 
William Lang—News (R. B. Semler, Inc.) 
2. Monday through Friday, 12:30-12:45 p. m., EWT........ 173 
Programs: Romance of Helen Trent (American Home Producis) — 
3. Monday through Friday, 1-1:15 p. m., EWT............... 173 
Programs: Baukhage Talking (Cooperative) 
Life Can Be Beautiful (Procter & Gamble) 


HIGHEST SPONSOR IDENTIFICATION: 
Kate Smith Speaks (CBS) 12-12:15 p. m., EWT, with........ 71] 
Correct Product 60.1 (General Foods Sales Company) 


“TOP TEN” WEEKDAY PROGRAMS 


Net- / 
Program Sponsor Product work ; 
Young Widder Sterling Drug, Inc. Various Products NB‘ g 
Brown 
Ma Perkins Procter & Gamble Oxydol CBS 8 | 
When A Girl Marries General Foods Sales Various Products NBC 
Co. 
Portia Faces Life General Foods Sales Post 40% Bran Flakes 
Co. Post Raisin Bran NBC 
Kate Smith Speaks General Foods Sales Calumet & Swansdown CBS 
Co. 
Pepper Young’s Procter & Gamble Camay NBC 68 
Family 
Right to Happiness Procter & Gamble Ivory Soap NBC 67 
Breakfast in Kellogg Rice Krispies Blue 67 
Hollywood 
Romance of Helen American Home BiSoDol & Kolynos CBS 67 
Trent Products 


Stella Dallas Sterling Drug, Inc. Phillips’ Milk of Mag- 


nesia and Tablets, 
Double Danderine NBC 6.5 
Life Can Be Procter & Gamble Ivory Soap CBS 63 
Beautiful 


Joins Crosley Frigidaire Promotes 

A. E. Scheffer, previously man-, C. S. Trigg, formerly in char: 
aging director of the Retail Gro- | of appliance training of the Frig:- 
cers’ Food Shows in Cincinnati, |daire division of General Mot 
has joined the broadcasting divi- |Corporation, Dayton, has be 
sion of the Crosley Corporation, | promoted to manager of appliance 
Cincinnati, as administrative as- | product promotion. Paul J. Bar- 
sistant to James D. Shouse, vice- | aby, recently with the commerci 
president in charge of broadcast-/|training department, will n 
ing, and Robert E.: Dunville, gen- | manage commercial product pro- 
eral manager of Station WLW. motion. 


COMFLETE STEAM GENERATING UNITS 


Ss: ue 


WILL HELP “POWER” THE POSTWAR 
WORCESTER MARKET 


The many larger industries whose projected postwa' 
employment and production levels foretell the stability of 
the Worcester Market, include Riley Stoker Corporation 
world famous manufacturers of complete steam generating 
units. Mr. F. H. Daniels, President, says, “The demand for 
our equipment, in terms of both domestic and export orders 
for peace time delivery, will be at a high level to meet 
the demand for boilers, that has for so long a time been 
unsatisfied due to war time restrictions. When materials 
are again freely available and manpower is released fron 
the war effort, it should be possible to increase presen! 
production levels quickly, since no reconversion probler 
is involved,” 


Blanket coverage of this market is available with th< 
Telegram-Garzette’s circulation: over 130,000 Daily 
over 80,000 Sunday. City Zone Population: 235,125 
City and Retail Trading Zones: 440,770. 


the TELEGRAM-GAZET 


WORCESTER, MASSACHUSETTS 


GEORGE F BOOTH Puttisher-— 


va 


and ASSOCIATES, NATIONAL REPRESENTATIV! 
OWNERS of RADIO STATION WTAG 
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Symbol of the nautical instrument maker—is this 


master of sail. sighting sun and horizon at high noon 
to orient his ship upon an unmarked ocean... And an 
object of envy to the editor who has no simple sextant to 


help hold the correct course in the sea of news! 


Tue modern newspaper looks beyond a hundred horizons, 
sights the countless cross-currents of action and opinion, 
checks seemingly casual circumstance . . . strives to survey 
many spheres of influence, seeks significance in the swift tide 
of events ...and prints the panoramic influences which permit 
he man on the street and the men of destiny to determine 


heir whereabouts today and direction tomorrow. 


“AcH day The Inquirer of Philadelphia stands watch on the world, 

ogs the little and large affairs, charts the course of the world 

ccurately and honestly with skilled craft and acute conscience . . . 

Vith a proud passenger list of more than 500,000 of the best families 
Pennsylvania, The Inquirer also serves commerce well by providing 
st. safe, cheap shipment of good merchandise to open and active 


iarkets. And its cargo values are certified in its linage records! 
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— Che Philadelphia Anguirer 
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The symbolic seafarer 
still serves the establishment of 


Riggs & Brother, 110 Market St., Philadelphia 
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‘Editorial Ratio’ 


Cut by Subways 

Space allotted to editorial car 
cards used by the New York Sub- 
ways Advertising Company has 


space available and will remain at 
that level, officials said, although 
/none of the editorial features has 
| been sacrificed. 

| When the series of editorial 
|eards was launched in March, 
1941, 25% of available space was 


tention reportedly was to have 
every third card a feature. 
‘Samson Joins Ayer 
Donald B. Samson, 


“It seems queer to me, Honey, ASO TE 
that WFDI Flint has never men- | managing editor of Forbes Maga- 
tioned your Brigadier General | zine, has joined the writing staff 
Smith.” \of the radio department of N. W. 
Ayer & Son, Philadelphia. 


been cut to about 10% of the total | 


|devoted to them. The original in- | 


‘Canadian Nickel Down | 


anadian Nickel Down Maxson Invades 


1944, compared with $31,127,204 
in 1943, were reported by Robert 


co 
C states: present of interme FROZEN Food Field 


ada, Toronto. Decrease was at- 


tributed to higher payrolls, higher | 2 : 
fuel costs, and higher supply | WI CW ine 
prices. 


| ge York, May 4.—With an in- 
. |itial advertising outlay of $250,- 
Offers Margarine Sample | 000, the W. L. Masa Corpora- 
Interstate Cotton Oil Refining | tion is all set to invade the frozen 
Company, Sherman, Tex., pro-| fresh food field with its new Sun 
ducer of Meadolake margarine and | Valley Frosted Foods. Already in 
Mrs. Tucker’s shortening, is offer-| the works to promote the line are 
ing to every discharged service-|a local radio show and newspaper 
man beginning housekeeping with| campaign, a national magazine 
his bride, a pound of Meadolake/| schedule, and insertions in food 
and of Mrs. Tucker’s free of! journals. 
charge as an introductory offer.| The Sun Valley brand will be 
Crook Advertising Agency, Dallas, | distributed in New York at first, 
has the account. ‘and will gradually attain national 


Baltimore 


NATIONALLY 


Chart followers know well the impor- 
tance of the Baltimore market — it’s one of the 
six cities in America with a population of over 
one million. They know, also, the importance 
of the News-Post in the Baltimore market. 
It’s Ist in circulation in the 6th largest city. 
Make it the paper of your choice, too, and 
‘cash in’’ in Baltimore. 


News-Post 


REPRESENTED BY HEARST ADVERTISING SERVICE 


iy eat 
ae 


Advertising Age, Ma: 


|distribution. The line 
priced to compete with 

| brands in the field, and 
|ture specialty foods at fir: 

| varieties will be introduc 

| sisting of corned beef has! 
|fried potatoes, hungarian 
|lash, beef stew, fried oyster. 
| french friend onions, lobster new. 
|burg and chicken  tettrazin 
| Eventually, however, there wil] }, 
/a complete list of frozen foods, 


May Go National 


The radio program, “Margo o 
Sun Valley,” will emanate from 
WJZ, New York outlet of the 
American Broadcasting Company 
and may in time be heard ove 
the entire network. The show js 
expected to begin within the ney; 
60 days. 

Sun Valley Frosted Foods 
though going into immediate dis. 
tribution, is merely one facet of 
what promises to be an important 
addition to the frozen food jp. 
dustry. Much more significant, ip 
the opinion of Maxson officials, jg 
the “Sky Plate” brand of partially 
pre-cooked frozen complete plats 
dinners (AA, April 23). 

This line, scheduled for promo. 
tion now, and for nationwide dis. 
tribution after the war, was de 
| veloped for the Army and Navy 
which take all current production 
This figure, which now tops 25,00 
meals per day, can be increased 
after the war. 

Dudley Rollinson Company, New 
York, newly-formed agency, has 
the account. 


ak Se. 


Surveys Sports Field 


Sports Afield, Minneapolis, has 
launched an _ extensive national 
research program in the sports. 
man’s market. The survey wil 
be conducted by Market Research 
Company of America and findings 
will be published in the fall. 


Int'l Bronze Appoints 
__ Advertising of International 
Bronze Tablet Company, New 


| York, has been placed with Will 
Burgess & Co., New York. 


THE LONG AND 
| SHORT OF IT 


Just as a growing boy needs 9 
large enough bed cover 4 
growing market needs «de 
quate coverage. If Bron were 
a city, and a comparison ma¢ 
with other U. S. cities, ony fivd 
would surpass Bronx—1,94,7! 
population* — and IT IS STIL 
GROWING. Since 1940, Bront 
population increased (46 
while New York City increas? 
only 10.7%". 


That's why today, more tha 
ever, YOU MUST US; TH 
BRONX HOME NEWS se 
your product in the Bron» !0'] 
about 50% covered eve {At 
afternoon metropolitan; pe" 
are used{}. The Home Nev 
(105,825 dailyi; 105,585 Su 
dayi is 90% home de! ere 
1940 population—U. S. Ce! 

1944 population—Bd. of He 


+ Figures on request 
A.BC. Pub, State., Sept 


| BRONX HOME N&EWS 


Bronx 55, New York 
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4 ... like California without the 


‘d-~ BILLION DOLLAR VALLEY OF THE BEES 


‘ KK For you who thr ive on statistics, HERE’S A BONANZA LAND in the Golden West which maybe you haven't 


discovered. It’s California’s amazing Billion Dollar Valley of the Bees... 


here’s what Sales Management's 1944 Copyrighted Survey shows 
a 500-mile inland basin buzzing with agriculture, mining, lumbering, oil and 


y The Valley of the Bees has 1,220,000 people. : 
15.39% of the State's total. More popula- industry. 
tion than Baltimore or Cleveland. 


In the Valley of the Bees live more people than in Oregon. And Valley 


Effective Buying Income in the Valley of ‘ , ; ‘ or 
a See ae "sia? 2307404. Thet's sore residents have an effective buying income of one and a half billion doliars. 


than the total urban EBI in 30 of the na- 


They spend more on retail purchases than do the people of Boston, Pittsburgh 


>n mad tion’s 48 states. 
only am y Retail sales in the Valley totaled $774,155,- or San Francisco. They spend more for food than any U. S. city except the 
1,394.71 960. Only five cities in the entire country 


five largest.* 


Ss STIL exceeded that figure. The Vailey ranks right 

m t to Philadelphia and Los Angeles — i . ; “ os 

0, Brom cod oo we ea a oebeon, EW ash- At that, prosperous Valley citizens are mighty provident. They “put by 
4.6 ington, D. C., Pittsburgh, San Francisco 


oak thesis, in 1943 a whopping 728 million in savings. 


icrease 
¥ And the three McClatchy Bees dominate in How to tap this fabulous vein of buying power? Tell your sales story in 
Valley trading areas where live 83% of all 
sre thon those people .. . where 81% of all that EBI on-the-ground newspapers. Put The Sacramento Bee, The Modesto Bee and 
ff ’ is conce ed...wh 88% of all thos ‘ . 
SE TB ‘ ¢ pate pi gee ot pieces sie The Fresno Bee on your schedule for California. These three McClatchy news- 


papers are a potent daily influence with prosperous Valley people. 


1 
ABC coverage of 88% in metropolitan = 
e f Al ry O @rea. In 14-county area, more than 
7 ypers ; iv double circulation of nearest competitor 
News 
g6 Sun 
| eree 
ABC coverage of 91% in city zone 
57°. of trading area . 
ws ABC coverage of 90°. in city 
; zone; 50% in trading area— : , ’ 
N . largest circulation of any news- National representatives ... O'MARA & ORMSBEE, INC. 
‘k paper berween San Francisco 


and Los Angeles New York + Los Angeles + Detroit * Chicago + San Francisco 
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OPA Outlaws Ad 
Clause in New 
Sales Contracts 


Washington, May 2.—Manufac- 
turers who make it a condition of 
sale that customers advertise the 
purchased product at their own 
expense, featuring the brand 
name, are violating price regula- 
tions, OPA said this week. 

Answering a complaint from 
stores selling ladies’ apparel, 
OPA’s associate price counsel 
wrote that such a requirement on 
the part of the manufacturer 
“clearly results in the purchaser 
paying the seller more than the 
ceiling price.” 

The ruling does not necessarily 
upset existing trade practices, and 
manufacturers who have agree- 
ments with their distributors on 
sharing advertising costs evidently 
are not affected. 

“Rare instances may exist,” the 
OPA counsel said, “where a seller, 
whose sale is governed by a 
‘freeze’ type regulation such as the 
General Maximum Price Regula- 
tion, imposed such a_ condition 
during the base period. In such 
cases, of course, the condition is 
incorporated as a part of the ceil- 
ing price and may be continued. 
Such instances will, however, in 
our opinion be most unusual and 
will be carefully scrutinized by 
the office.” 

The OPA move is said to have 
outlawed many new agreements 
of this kind. 


Kinsall Leaves Kane 
to Form Own Agency 


William H. Kinsall, general 
manager of Kane Advertising, 
Bloomington, IIll., has resigned to 
form his own 
agency, Wm. H. 
Kinsall & Co., 
with offices at 
101 W. Monroe 
St., Blooming- 
ton. Principals 
of the new 
company will 
be Mr. Kinsall, 
president, Har- 
old Bramble, 
vice - president 
and art direc- 
tor, and Don- 
ald Glasgow, 
director of copy 


Wm. H. Kinsall 


and research. 

Before joining Kane Advertis- 
ing in 1941, Mr. Kinsall was di- 
rector of the advertising and pub- 
licity department of Altorfer Bros. 
Company, East Peoria, Ill., maker 
of ABC washers and ironers. He 
also was with the advertising and 
editorial staffs of the Peoria Star 
for 10 years. The new agency will 
handle general advertising in all 


*| EMPLOYMENT 
+ DEPENDS ON 


WEALTH 
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and its abilities. 

The hundreds of gadgets 
that are normally part of 
your life were mere inven- 
tions until the group that 
composed Creative Wealth 
put their energies behind 
them and employed large 


masses of people to make 
them available to the public. 
These people find their re- 
laxation in the legitimate the- 
atre and read The Playbill. 


PLAYBILL, iNC. 
NEW YORK 12, N. Y. 
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Adclub Sells Land 


Property on Wilshire Blvd., Los 
Angeles, owned by the Advertis- 
ing Club of Los Angeles since 
1923, has been sold to Robert M. 
Hixson of Hixson-O’Donnell Ad- 
vertising, Los Angeles, for $19,500. 


Y&R Promotes Taylor 


Glenhall Taylor, acting head of 
Young & Rubicam’s Hollywood 
office for the past three years, has 
been appointed an associate direc- 
tor of the agency’s radio division. 
He will remain in Hollywood. 


Swiftee Tested 
Again in 5 Cities 


Chicago, May 1.—Swift & Co. 
is conducting a second spring test 
campaign for its Swiftee, soup 
bone and beef stock in powdered 
form used as a flavoring. 

Newspapers are being used in 
Providence, Pawtucket and New- 
port, R. I., Indianapolis and 
Omaha, the same markets which 
were used last year. 

McCann - Erickson, Chicago, 


which is handling the campaign, 
says it has not yet concluded the 
tests and that no decision has been 
reached concerning future pro- 
motion plans for Swiftee. 


McKelvy Heads Board 


Alfred D. McKelvy, president 
of Alfred D. McKelvy Company, 
New York, maker of Seaforth 
toiletries, has been appointed 
chairman of the board. Mr. Mc- 
Kelvy organized the company in 
1939 and it was merged with Vick 
Chemical Company in 1941. He 
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was previously an accoun 
tive with BBDO and Arth 
ner, Inc., New York. 


Buckhout, Hydorn 
Appointed by ‘Life’ 
F. Clay Buckhout, forn 
sistant to Shepard Spink, 
tising director of Life, an 
Hydorn, former manager 
magazine’s Philadelphia 
have been named associate 
tising managers. Malcolm 


Hydorn in Philadelphia. 
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of Life’s sales staff, replace: 


execy. 
Kud- 


er as. 
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\su-lifrucks in Use 


Down 3.5%, Autos 
; 13°, Since 1941 


Detroit, May 2. — Automobile 


ctrations in the United States 


726 at the end of 1941, the Polk 
firm reports. It recently revealed 
that, as of the middle of the year, 
passenger car registrations in 1944 
totaled 24,048,711, compared with 
27,700,011 in 1941. 

The report on truck registration 
shows that, in the three-year 
period, trucks in use actually in- 


|Michigan (4.9%), and _ [Illinois 
(8.75%). 
Polk, compiler of automobile 


registrations and publisher of 
classified city directories, is now 
preparing other figures on pas- 
senger cars and trucks to show the 
total of each individual make and 
year model now in operation in 


& Ross, Inc., New York, has joined 
J. M. Hickerson, Inc., New York, 
in a similar capacity. Mr. Whe- 
lan was formerly with Lord & 
Thomas, 


Fisher Using Magazines 
Fisher Flouring Mills, Seattle, is 


Tn Mbeclit 13.18% and truck and|creased in 21 states, with greatest | each state, county and town in the| using a fiction approach, with the 
r of ‘the ommercial vehicle registrations| increases occurring in North Da-| ation. central theme, “The Adventures of 
| office ropped 3.00% hag gl > Foe, ee ee iit Soe Os-aee) 7 eee ng in a_ series of 
Se rding to R. L. Po ‘ an aho .28%). Heaviest de- . -iInch ads in magazines for Zoom 
4 Sean re tal of 4,393,329 trucks and}creases were in the District of Whelan to Hickerson cereal and for Biskit Mix. Pacific 
- Mr pmmercial units were in opera-|Columbia (22.17%), Missouri} John Whelan, formerly produc-| National Advertising Agency, Se- 
~~’ Hon in 1944, compared with 4,551,-| (18.72%), New York (8.37%),|tion manager of Fuller & Smith|attle, handles the account. 


D filger be ourprise 


The famous author of Strive and Succeed and Risen From 
the Ranks—exponent of the theory that work, thrift, and 
initiative mark the straight and narrow path to fame and 
fortune—would get an awful jolt if he were to return to 
life today! He would be puzzled, to put it mildly, by 
schemes for assuring a more abundant life for all, based 
on taxing to the point of confiscation the fruits of talent, 
daring, and industry. He would be astonished by the 
demands of the “social engineers” that inheritance and 
gift taxes be designed to liquidate all estates—actually con- 
fiscate, legally, of course, all property once a generation! 
He certainly would be confounded by a philosophy that 
added to that gem of wisdom, “You Can’t Take It With 
You,” this stunner: “—nor leave it to your widow and 
children”. 


We at Chilton, while recognizing the soundness of high 
taxes to defray the cost of war so as to ease somewhat the 
burden on our children, and theirs, reject categorically all 
schemes that would prevent a man from leaving to his 
widow and children a fair share of the fruits of his life’s 
work ... advocate a quick return to a philosophy of Strive 
and Succeed. 


’ CHILTON COMPANY (INC.) 
Chestnut and 56th Sts., Philadelphia 39, Pa. 
\ 100 East 42nd Street, New York 17, N. Y. 


Chilton sources and influence are world-wide. 


Chilton Company (Inc.) has an equal interest 


in Business Publishers International Corp 


publishing THE AMERICAN AUTOMOBILE. 


(Overseas Edition); EL 
AMERICANO; INGENIERIA 
CIONAL INDUSTRIA; INGENIERIA IN- 
TERNACIONAL CONSTRUCCION; and EL 

FARMACEUTICO. 


CHILTON 


AUTOMOTIVE AND AVIATION INDUSTRIES 


THE JEWELERS’ CIRCULAR-KEYSTONE oe 
D. & W. 


> ona, MN RECEW OF OPTOMETRY 
» cw BECO’ © THE SPECTATOR PROPERTY INSURANCE REVIEW 


e MOTOR AGE 


ARKANSAS 


TEXAS 5, LOUISIANA 


THE SHREVEPORT TIMES 


In the Ark-La-Tex 
Area, KWKH, 
with its 
50,000 Watts 
is the No. 1 Medium 
with full coverage 
and SELLING 
POWER in this 


prosperous market. 


The Branham Co 
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Opens S. A. Department 

Wank & Wank, San Francisco 
agency, has established a depart- | 
ment accommodating clients in- 
terested in export advertising or 


NO USE TURNING 


simply Lt letting 
these people know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 


| will 


marketing to Latin America. Fa-| 


cilities of the department, under | Southern Railway 


the direction 
include 


of Roger V. Loutz, 


downs, and _ preparation 
placing of the ads. 


WPB Revokes Sign Order 


and 


for sign hanger frames and sign 
posts still is prohibited except un- 
der spot authorizations. 


Karp Joins Reiss 


market and media|' ON 
studies, cost and circulation break- | 


Right Track 
with Pupil’s Kit 


_. Washington, May 3. — The 
Southern Railway System has be- 


right track,” according to Hol- 
|combe Parkes, assistant to the 
| president. 

The kit contains several prac- 
|tical pieces for children—a large 
sheet of pictures of Southern loco- 


|three-color railroad stamps, a 


bibliography of railway literature, 
a 70-page picture booklet on 
“Railroads at Work,” a sheet on 
train whistle signals and railroad 
“slanguage,” and a large quiz 
booklet; a celluloid calendar, a 
blotter, a pair of large color pic- 


tures of diesel engines and a pam- | 


cations in southern states. Distri- 
bution is made in bulk lots to 
school teachers, although individ- 
ual requests from children are 
granted. No charge is made for 
the kits. 


Advertising Age, Ma) 1945 


BP OOe Flagmen go back and protect reer 


Behe or not, railroad engineers don't blow the locomoti.. 
. CUSTOMERS AWAY) Wee nec revenea te orace gery fun efforts to place an attractive |pilet story, printed by ‘Southern, | © Sezeereysent 
‘ : ° ae Ts, P *499 = Some of the he “talk” used 9 
erning materials used for meta] | 11-piece “Pupil’s Railroad Kit” in P mes be penne rnd 
4 And yet you may If You a but points out that only|the hands of teachers and grade No Charge is Made Seth abe bistiieds Mabe adiabshinss 
“@ a2 Sane Just that. [Manufacture | ;),°. atestate mitted der |School students in the southern; Prepared late in the present Ses 
4 ere’s a 7 billion se materials permitte under | <a saci cert Sane : © Apply brokes. Stop 
dollar market you and Sell__| the order will be available for the | States it serves, and initial re-| school year, it was first adver- Hm Release bretes. Proceed 
could encourage] COSMETICS | time being. Use of iron and stee] Guests indicate “that we are on the|tised in March in teacher publi- 


ee ee ee Flegmen return from west or south 
= oe ee ee ee Flegman return from east or north 
@@0@ = Protect front of train 
@@ Answer to any sighel not otherwise ; 


@@@ When standing, to back up. When rur 
next pessenger station 


@OOe Call for signals 


ee eee eee yeu te yrite to | Miriam L. Karp, previously with | motives and trains suitable for| Mr. Parkes says Southern rep- Wn ee ie he ace 
“9 © . " . 8 * - ° ” me Approaching stations, junctions and +» 
Fifth Ave., New York, Soe the facts on | 4! Paul Lefton Company, has been |inclusion in a scrapbook; mate-|resentatives are also making per- 


the success stories built out of reach- 


appointed space buyer of Reiss 


rial prepared by the Association 


sonal calls on school superintend- 


@@ = Approaching meeting, or waiting, point 


A number of short toots is an alarm for pers 


ing this great and growing market.| Advertising, both New York. ‘of American Railroads, including 


on the track 


ents for permission to use their 
ag aay chp 


For additional tree copies of 
Amistant to the President Southern Railway 


WHISTLE STOPS — Southern Railway 
System included this piece, identifying 
meanings of locomotive whistle toot: 
in a Pupils Railway Kit which it is cur. 
mes rently distributing. 


mailing lists to send out the kits 
and that the educators are givi) 
their full cooperation. The mer- 
chandising this spring is a test for 
receptivity, and Mr. Parkes 
dicates a large quantity of kits 
will be made ready for distributio 
for the next school term. 


To Strauchen & McKim 
Strauchen & McKim Advertis- 
ing, Cincinnati, has been appointed 
to handle advertising of the C 
umbus Die Tool & Machine C 
pany, Columbus, O. Indust 
Prominent on the schedules publications will be used. 


of national magazine advertisers... Olzak Joins Agency 


Gene Olzak, for two years 
vertising manager of Alfred 
Decker & Cohn, maker of Societ; 
Brand clothes, has become a part- 
ner of Advertising Production 
Service, Chicago, heading the cre- 
ative department. 


A key medium for 
| E. H. SCOTT RADIO LABORATORIES, INC. 


Campaign prepared and placed by 
EARLE LUDGIN & COMPANY, Chicago 


Because of its selling impact on New York— 


the world’s richest market— 


and its distribution in thousands Population 


In Tulsa Areca 
of cities and towns over the country, 


(34% of Oklahoma's lend 
area) 


47.8% 


Of Entire State 


The New York Times Magazine 


is a basic medium 


for leading magazine advertisers. 


It’s part of the Sunday New York Times. 


The New Pork Simes Magazine 


CARRIED EXCLUSIVELY IN THE NEW YORK TIMES : 
The Tulsa Areo 
OKLAHOMA’: 
NO. 1 MARKE: 


plus rich bonus counti« 
Kansas, Missouri & Arka | 


is 
BLANKETED | 
only by 
KVOO 
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HAROLD D. SMITH, Director, 
U. S. Bureau of the Budget, Helps Clarify 
Our Thinking on the National Debt... 
America’s Most Pressing Post-War Problem 


@ Our national debt is the most serious financial 
problem this nation has ever faced. The debt breaks 
down to more than $2,000 for every man, woman, 
and child in America. Can we ever hope to pay 
it off? Should we? And if so, how? Economists dis- 


agree violently over the answers. This article, in the 


ANNOUNCING THE AMERICAN MAGAZINE'S 
MONTHLY POLL OF EXPERTS 


Administration’s viewpoint, and it is open to the Conducted by Arthur Kornhauser, Ph.D., of the Bureau 
of Applied Social Research, Columbia University 


June issue of The American Magazine, presents the 


widest controversy. But, even if you quarrel with the 


There are many polls of public opinion, but until 
now there has been no poll designed to provide the 
public with the solid judgments of experts on im- 


Budget Director’s conclusions, you'll find he presents 


facts which will help clarify your thinking ona portant questions of the day. Here, for the first time, 
is such a poll... The American Magazine Monthly 
subject that is vitally important to every American. Poll of Experts ... reflecting not the views of The 


American Magazine or Columbia University’s Re- 
search Bureau, but the conclusions of experts 
throughout the nation. The first poll report, in the 
June issue of The American Magazine, will be on 
Compulsory Post-War Military Training. 


It is our plan to present to our readers each month : 
hereafter the conclusions of leading authorities on 


/ such significant subjects. These polls will be more 
/ than mere personal opinion. They will reflect the 


voices of authority. In presenting these conclusions, 


we believe that they will provide the American 
public with a firm foundation upon which to base 


sound independent opinion 


Share your American Magazine, then save it 


for the Government's waste paper drive. 


HE CROWELL-COLLIER PUBLISHING CO, ~~ ’Sat™./"y 250 PARK AVENUE, NEW YORK 17; N.Y. 


PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, AND WOMAN'S HOME COMPANION i a 
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N. Y. Dailies Launch 
Grocery, Drug Drives 


New York metropolitan dailies 
have joined with the Bureau of 
Advertising, American Newspaper 
Publishers Association, in a pro- 
motion program to retail grocers 
and druggists in that area. The 
newspapers will mail to 17,700 re- 
tailers each month a card pro- 


AUTOMOTIVE sreviet STaeesty 


is entering the most prosperous period 
in its history. Cover this market 


thoroughly with Automotive Digest. 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnoti 10, Ohio 


; duced by the bureau on the value 
|of manufacturers’ advertising in 
newspapers. 

Since the launching of the pro- 
| gram by the bureau and the News- 
|paper Advertising Executives As- 
sociation, in 1941, more than 800,- 
000 dealer card messages have 
been used by bureau. member 
newspapers in other areas in this 
country and in Canada. 


CED Board Elects Two 


Dr. Robert Gordon Sproul, pres- 
ident of the University of Cali- 
fornia at Berkeley, and Wayne C. 
Taylor, president of the Export- 
Import Bank of Washington, D.C., 
have been elected members of the 
board of trustees of the Committee 
for Economic Development. Wil- 
liam M. Jeffers, president of the 
Union Pacific Railroad, has _ re- 
signed as a trustee. 
| R. Gordon Wasson, 
| dent of J. P. Morgan & Co., New 
| York, and John F. Fennelly, part- 
ner of Glore, Forgan & Co., Chi- 
cago, have been elected members 


vice-presi- 


of the research committee. Mr. | 
Wasson replaces Thomas W. La- 
mont, chairman of the board of 
J. P. Morgan & Co. Mr. Fennelly 
formerly was executive director of 
CED. 


Laskin Furs Schedules 


Expanded Drives 

J. Laskin & Sons, New York, 
will enter newspapers for the first 
time this year with insertions in 
New York, Chicago, Detroit, 
Pittsburgh, Boston, Philadelphia, 
Minneapolis and Milwaukee tell- 
ing readers that Laskin Mouton 
is “the original mouton fur.” 

Class magazines and trade pa- 
pers, beginning with August is- 
sues, will also be scheduled. Ster- 


ling Advertising Agency, New 
York, handles the account. 
Croton to Bruck 

Croton Watch Company, New 


York, has named Franklin Bruck 
Advertising Corporation, New 


Big Gains Seen 
in Tariff Report 
on Postwar Goods 


Washington, May 1.— Greatly 
expanded demand for’ various 
commodities was forecast last 


week in a report to Congress by 
the U. S. Tariff Commission on 
the postwar outlook. 

The commission studies are be- 
ing made at the request of the 
Senate, which also asked inves- 
tigation of all goods imported in 
1939 which were valued in ex- 
cess of $100,000. The present re- 
port concerns tobacco, rayon and 
earthenware and glassware. Here 
are some of the conclusions: 

Leaf tobacco for cigar wrap- 
pers: Consumption of cigar wrap- 
per tobacco, due to expanded pro- 
duction of cigars, may run from 
15 to 30% above the 1939 base 
during the immediate postwar 
period. 


York, to handle its account. 


Cigaret leaf tobacco: Consump- 


HEADLINE MIGHT HAVE 


SAID, "Amazing new tire 


development," because the tire is just that. 


Instead, 


"The tire that sprouts wings" comes 


along and tells an easy-to-follow "FIRST IN 


RUBBER" story in a non—boastful way. 


ratings show that a 
B. F. Goodrich copy 


High 
host of readers follow 
right down to the slug. 


BATTEN. BARTON, 
Adve 


NEW YORK * BOSTON «+ BUFFALO «+ 


MINNEAPOLIS * SAN FRANCISCO * HO 


GOOD ANY WAY YOU LOOK AT IT- 
"round—the—corner" display was developed 
when all other existing Times Square loca— 


tions were occupied. It’st 


DURSTINE 


& OSBORN, 


Ine, 
dising 


CHICAGO e CLEVELAND °« PITTSBURGH 


LLYWOOD + LOS ANGELES *« DETROI 


—this unusual 


he largest painted 


bulletin on Broadway, a spectacular way of 
reminding thousands of New Yorkers of their 
city’s most popular beer—Schaefer. 


PRODUCT as far 


I removed from the con- 
Sumer aS a water—repellent. What can you do? 
We Ou Ca erve i p on a gay conversa— 
tion platter spice i p with a family n- 
f] ill te it wi : rks Teh: 2% 
in color That e ipe w hh importan 
everywhe ainwear labeled 


Advertising Age, Ma 


tion of cigarets may dec! 
pared to the exception 
wartime figures, but pro! 
remain well above 1939. 
of shortages in Europe, 
may be much higher th: 
the war, resulting in a la 
production of domestic 
types. 

Rayon yarn: The wart 
of rayon has created a la: 
log of demand and in 
few years after the war { 
ket may be able to abso 
than twice as much ra 
nually as before the war 

Pottery tableware: D, 
probably will be consi 
greater than in 1939, and 
ceed the present product 
pacity of the domestic indu 

Plate glass: Deferred 
demand for autos, buildin 


niture and mirrors is likely | 


crease domestic consumpti: 
140 to 180 or 200 million 


feet. Annual consumption of g 


mirrors may increase 75% 


Incandescent lamp bulbs: 
sumption probably will be lars 


due to building deferred 
the war. Imports probably 
be small, since Japan was 


durir 
tas 


a major 


and Germany a minor source 


imports. 


Aids Business 


The bureau of economi 


ICS and 


business research of the Univ 
sity of Illinois has issued a 44-pa 


booklet, 
Business?” The booklet 

chapters on opportunities, 
cations and financing, and 
signed principally 
Copies may be obtained 
charge from the bureau. 


“Should I Start My Ow 


carries 


qualifi- 


for vet 


free 


Fairfax Cone to Talk 
Fairfax M. Cone, chairma: 


the executive committee, 


Foote 


Cone & Belding, will be the f J 


tured speaker at the 


regular 


monthly luncheon of the Art Di- 


rectors Club of Chicago, to 


be held 


at the Tavern Club May 10 


THE 
SHOW 


thinks about 
Broadway play 


attendance. 


thinks about 


lation. 


And what Washin; 
ton thinks about | 


can be 

figures below. 
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Editor and Pu 


Times AFier 


WASHINGTON, D. 


TIMES-HERALD ‘as 
The STAR 192,0 
The POST . 158,0 
The NEWS . 102,9 


As of September 30th, 


GEO. A, McDEVITT ¢ 


«lh rr” 
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Seek Vets for 
Auto Dealer Work 


Detroit, May 2. — Automobile 
companies are cooperating with 
their dealers in training programs 
to teach returned servicemen how 
to sell and service automobiles. 
These programs are conducted on 
an “earn-while-you-learn, full- 
paying” basis. Already approxi- 
mately 2,300 veterans of World 
War II have been enrolled. 


One of the most lucrative em-training in the department of his 


ployment fields related to the 
automobile industry, the sales and 
service group employed about 1,- 
300,000 persons in prewar years, 
or about twice as many persons 
as were employed in manufactur- 
ing roles in the auto industry. 
Under the plans sponsored by 
Ford Motor Company, an accepted 
applicant is taken in as a member 
of a dealers organization and 
trained in all phases of the busi- 
ness. The applicant is given the 
opportunity to concentrate his 


—are keenly 
services of 
most responsive 
from industry 
of Scholastic 
published 
pressly 
dents. 


“We're interested!”’ 


High school students—young, active and eager 
the products and 
And _ they 


interested in 
modern 


in the 
Magazines -— 
for 25 

for high school stu- 


SCHOLASTIC PUBLICATIONS 
220 E. 42nd St., New York 17, N. Y. 


industry. 
to messages 
pages 


are 


years ex- 


choice. Upon completion of the 
educational phase, and if the ap- 
prentice has made good progress 
and is judged to be qualified, the 
dealer may allow him to share 
responsibility in direction and 
management of the business. 


To Use Advertising 


When a background of experi- 
ence has been built up in the sev- 
eral departments of an established 
organization, the veteran will be in 
a position, according to company 
officials, to fill regular dealership 
vacancies along with key men 
now employed in the firm’s dis- 
tributing structure. 

Newspaper advertising will be 
used to aid in recruiting veterans 
by GM’s Pontiac division. This 
firm, concentrating on the service 
end of car distribution, has already 
instituted a nationwide program 
to fill a minimum of 6,000 jobs in 
its dealer organizations with vet- 
erans who either possess mechan- 
ical training or who have the de- 
sire to be an auto mechanic. The 
company is conducting schools in 
each of its distributing zones, and 
dealers are working closely with 
veterans’ groups in the filling of 


jobs. 


Equipment Makers Issue 
Joint Publicity Booklet 


Regarded as one of the first ef- 
forts at cooperative publicity 
among construction equipment 
manufacturers is a new 24-page 
booklet published by six compa- 
nies in the field at Cedar Rapids, 
Ia. The booklet is published in 
both English and Spanish editions. 

Copy features Cedar Rapids as 
“one of the world’s leading manu- 
facturing centers of road building 
machinery.” Sponsoring compa- 
nies are Iowa Mfg. Company, La- 
Plant-Choate Mfg. Company, Uni- 
versal Engineering Corporation, 
Link-Belt Speeder Corporation, 
Fruehauf Trailer Company and 
Highway Equipment Company. 
Nearly all have dealer represente- 
tion all over the world. 


Fowler Heads Board 


R. M. Fowler, president of the 
Canadian Pulp and Paper Asso- 
ciation, has been elected chairman 
of the joint executive board of the 
Newsprint Association of Canada 
and the Canadian Pulp and Paper 
Association. He succeeds Charles 
Vining, president of the newsprint 
association. 


C. 
wf *, 


3 
lhe 


“Somebody keeps cutting in and saying, “Solid Cincinnati reads the Cincinnati Enquirer’”’ 


It’s the newspaper that gives you a direct connection with the solid 
pay £ : ’ 


substantial, thinking citizens of this solid market. The Enquirer just 
naturally appeals to them. Streamlined. Crisp. Easy to read. Packed 
with top features. They recognize The Enquirer as the newspaper with 


its feet on the ground but its eves ahead. 
~ -_——— 


The Cincinnati Enquirer is represented by Paul Block and Associates 


Advertising Age, Ma, ~ 
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NY Grocery Group 
to Add 200 Store 


New York, May 2.—Th: 
hattan Grocery Company, iliat 
of the National Retailer 
Grocers Association, cooper: tive] 
serviced group of independent 
food retailers, will add a; : 
mately 200 stores after t!} ar 
This will bring the num}! of 
stores in the metropolitan are, 
affiliated with the nationa! 
to 500, according to J. C. Wap. 


mann of the association’s Ney 
York office. 
New outlets will be located jp 


the Bronx, Manhattan, Queens 
Long Island and Westcheste 
Largest postwar expansion of 


the national organization wil! take 
place in the midwest, where , 
considerable increase in stores 


and warehouses is planned. Mid- 
west member stores will spend 
about $1,000,000 for new construc. 
tion and installation of moder 
fixtures, with an estimated ware- 
house expenditure of approxi- 
mately $500,000 to increase ¢a- 
pacity. 


Less Spent on Coast 


The 4,500 eastern retail stores 
affiliated with the national organi- 
zation will spend about $500,000 
after the war for new location 
and equipment, while ware- 
houses serving these stores wil] 
spend another $500,000 for mod- 
ernization, it was reported. In the 
Pacific Coast areas, where ney 
stores and warehouses have been 
opened in the past two years t 
meet war center needs, less mone; 
will be spent. 


Acquires Williams Press 


Williams Press, Albany, N. Y., 
printer of McGraw-Hill publica- 
tions, has passed to the control 
of Ernest B. Barvoets of Albany, 
with James A. Gerard and How- 
ard Ehrlich of McGraw-Hill, 
among the new directors. Mr 
Barvoets, long connected with the 
company, is president and general 
manager. 


In POWERLAND Lingo.. 


chats with 
POWER PLANT ENGINEERING readers 


bear out the wisdom of slanting your adver 


266... 


tising copy to the many operating an’ main 


tenance problems of your power-e ginet 
customers. 
It also pays to talk their workaday guagt 


wherever you can—use plenty of in 
hookups, sectional drawings, ma 
hints and performance tables to n you 


ads meaty and idea-ful. 


Our field-bulletin, “Where engin« ee 
help’, suggests how to tune your ge 


to this basic market. Ask for free 


ABC + ABP 
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53 W. JACKSON BLVD. CHICAGG 
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Nothing so demonstrates the capability of a news- page story of the President’s life, a page of pictures 


paper’s staff as its ability to meet an emergency 


illustrating his distinguished career and five more 
5 8 


with speed, accuracy and readability. When the 


pages of news regarding the tragic event were in- 


tragic news of President Roosevelt’s death reached 


cluded in an edition that truly became a collector’s 


Seattle on the afternoon of April twelfth, the news- 


item... for by noon not another single copy was 


men of The Post-Intelligencer swung into action, 


produced at evening ontce ceul tam esnecvbied o available. It is this solid newspapering ability that 


morning edition that won the plaudits of the entire has made The Post-Intelligencer the great news- 


Pacific Northwest. A full page picture cover, a full paper of the great Pacific Northwest. 
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‘Reconversion’ of 
Retail Salesmen 
Seen as Problem 


Pittsburgh, May 1.— Retailers 
share with manufacturers the re- 
sponsibility for speedy and effec- 
tive reconversion and their prob- 
lems as distributors of goods are 
likely to be even more extended 
than those faced by producers. 
That’s what Charles T. Lawson, 
vice-president of Nash-Kelvinator 
Corporation in charge of Kelvina- 
tor sales, told two dealer associa- 
tion meetings here last week. 

“While the manufacturer’s job 
can be accomplished in a matter 
of months, it seems that the re- 
tailer may have to take much 
longer to rebuild his sales force 
to a point consistent with the op- 


operations. 
Washington, 


2” 


Editor on Pacific Assignment 


Stanley E. Cohen, Washington editor of ApverTisinc AGE, 
is currently on special assignment in the Pacific theater of 
His up-to-the-minute column, 
will be resumed upon his return. 


“This Week in 


portunities ahead,’ Mr. Lawson 
said, adding that the retailer’s 
primary reconversion posers are 
concerned with the revitalization 
and reharnessing of sales man- 
power. 

In addition to what he termed 
the general need for a “resuscita- 
tion of the arts of salesmanship,” 
Mr. Lawson outlined the major 
phases of the retailer’s problem 
this way: (1) reorientation of 


servicemen and war workers en- 


tering or reentering the selling 
field; (2) competition with other 
professions for the services of the 
best men; (3) the need for intel- 
ligent and tolerant coaching of 
green or rusty manpower; (4) de- 
velopment and activating of sound 
“work plans,” and (5) the need 
for far better-informed salesman- 
ship. 


Better Selling Needed 
Referring to postwar market po- 


| tentialities, the Kelvinator execu- 


tive said that while there will be 
“greater purchasing desire and 
greater purchasing power” there 
will also be the “greatest compe- 
tition of all time for the consumer 
dollar.” 

“We are going to have to know 
more about the products we are 
selling. For example, how many 
manufacturers or retailers or 
salesmen could today give a good 
product demonstration on the line 
they were selling before the war? 
We are going to have to know 
more of the consumers’ needs than 
we did in the past because the 
consumer is going to know more 
about the products he wants than 
he did before the war.” 


Erwin, Wasey Moves 

Erwin, Wasey & Co., New 
Haven, Conn., has moved its office 
to 205 Church St. 


© 1945 Esquire, Inc. 


ord fans of fomovs authors ——— 
vi in full stride, Whether he swings from 


Pee nn, 
3 ae 


a , “Esquire has asked me to undertake a somewhat different 


Pach Bros., N. Y. 


coverage on the subject of books. In its pages, beginning 
with the June issue, | shall undertake not. coverage in the form of 
tardy reviews of the routine run of books without end, but selective 
criticism, endeavoring to give attention to authors whom | deem to be of 
special significance or promise. The aim of this department, then, to follow 
the text that Esquire has set for my sermons, is to consider certain trends, 


dangers, and certain exciting promises in present-day American litera- 
ture; to discuss this with unguarded frankness; and not to a oe you 
by being otherwise than 


completely honest, how- 
Pp ’ y 3 ‘ oko 
ever indiscreet. ww 


| 
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Johnston Urge; 
Passage of Trode 


Agreements Lew 


Washington, May 2.—In a brie; 
filed with the House w and 
means committee, Franklin John. 


ston, publisher of Americon Fy. 
porter, has urged passage of the 
bill to extend the reciproca! trade 
agreements program and »>rotey 
America’s foreign markets i 

Citing three major argum > ts jy 
favor of passage, Mr. J. nston 


said these development: 4) 
brought about by the war, make j 
imperative that the State Depart. 
ment have authority to negotiate 
agreements which will, where 
tariffs cannot be lowered, freez. 
or bind the present rates againg 
American goods. “Otherwise there 
is grave reason to believe you wil] 
see, after this war, many increased 
tariff rates and even embargoes 
against American goods,” he de. 
clared. 


Start New Foreign Plants 


Many American industries have 
been unable to serve their mar. 
kets abroad, Mr. Johnston said 
and “opportunists” who have built 
foreign factories will seek further 
tariff protection against American 
goods after the war. Secondly, he 
added, Britain may try to secure 
discriminatory agreements with 
other countries for preference of 
British goods. Third, German in- 
dustrialists are reported to be op- 
erating outside Germany, notably 
in Spain, “and it is almost in- 
evitable that some German indvs- 
trialists driven from Germany wil! 
start enterprises in other markets 
and they, too, will demand tariff 
protection from American con: 
petition.” 

The bill would extend the trade 
agreements program for three 
years from June 12, 1945, giving 
the State Department authority t 
lower or increase duties by not 
more than 50% of the Jan. 1, 1945 
rates. Mr. Johnston said a poll of 
manufacturers showed that 87% 
support granting this authority 
as opposed to using the Hawley- 
Smoot rates. Of the more than 
300 who replied, 96% favor, 
general, renewal of the program 
for the three-year period. 


Six Join AFA 


Advertising Federation of Amer- 
ica has elected the following: Mu- 
rine Company, Chicago; America 
Company, Scranton, Pa.; S. A 
Conover Company, Boston; WHEB 
Inc., Portsmouth, N. H., and Hug 
Scheibner, Inc., and Barton A 
Stebbins Advertising Agency, bot 
of Los Angeles. 


—e 


Durham 


North Carolina’s third large 
city. (1940 U.S. Census) City 
county is one compact ul wilh 
estimated population of 1\)().()""' 
Steady demand for Durham pro” 
ucts assures steady employ met! 
Example: 


Cigarett es 
Durham makes 25% of a!! cig 


rettes made in the U iaiad tates 
That’s one reason Durhar 4!» 
as ‘most likely” of N and 
South Carolina cities | 
war-time growth. 


WDN Ch 


OWNED BY \Ng 
DURHAM HERALD-SUN 
NEWSPAPERS / | 
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The Battle’ every 
advertising man should 


know about... 


“Its arrival,” a soldier writes...“always was cause for a ‘battle’ as 
to who was to get first crack at it.” 

He’s talking about ‘Battle Baby’... NEWSWEEK’S special, light- 
paper edition for the armed forces overseas. 

‘Battle Baby’ — as we get the story from abroad — apparently 
rates pretty close to a letter from home. One G. I. letter says: “the 
copy sent me has already, within one day, been read by twenty 
others...and twenty more have put in their bids to get it.” 

If you have ever been cut off from your world... you know how 
men can hunger for news. You know that news can somehow take 
you home in mind and emotion. And if you were in the last war, 
you can understand how much it means to get truth instead of 
rumor, current, impartial and complete information instead of 
stale fragments. 

Nearly half a million copies of ‘Battle Baby’ go into circulation 
each week. And we mean into circulation! For each copy is read 
dog-eared by probably at least ten men per copy. 

That adds up to something more than half our armed forces 
overseas ...the men who will play so large a part in the building 
of our peacetime America. A very important fact to keep in mind 
for your post-war advertising plans! 


BP OVERSEAS EDITIONS OF NEWSWEEK reach U.S. commands everywhere the 
flag flies. We went to press in Manila on a regular basis while the battle 
still raged. We also print editions in Hawaii and Australia. The Army 
publishes and distributes editions in India and Iran. From Lowell, Mass., 
‘Battle Baby’ goes into Army hands for distribution in the European 
theater, Alaska, the Aleutians . . . and to the Marines to catch up with 
leathernecks everywhere . and to all Navy V-Mail stations in the 
Atlantic and the Pacific for special ‘Battle Baby’ V-Mail editions. 


ADVERTISING OFFICES: NEW YORK «© BOSTON e PHILADELPHIA 
CLEVELAND ¢ DETROIT e CHICAGO e¢ LOS ANGELES 
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Joins A. J. Wood 


Martin Langweiler has resigned 
his position in the promotion de- 
partment of WFIL, Philadelphia, 
to join A. J. Wood Research Or- 
ganization, Philadelphia, May 14. 


Handles ‘Television’ 

Royal & de Guzman, New York, 
has been appointed to handle pub- 
lic relations and promotion for 
Television, New York, by Fred- 
erick Kugel Company, publisher. 


DONT MUTHATE 3 
YOUR MAGAZINES 


When business papers and general 
magazines come into your orgoniza- 
tion don't cut them up. Route them to 


all departments and then use our 
service to handle your clipping work. 


Booklet No. 20, “How Business Uses 
Clippings” tells how we do it. 


BACON’S CLIPPING BUREAU 


BUSINESS * FARM * GENERAL 
PAPERS PAPERS MAGAZINES 
221 N. LASALLE ST., CHICAGO 1, ILL. 


Automotive Copy 
in Newspapers 
Shows 10.7% Gain 


Chicago, May 3.— With those 
new cars still many months off, 
automotive advertising in news- 
papers is on the upgrade again, 
with linage for the first quarter 
of 1945 10.7% ahead of the similar 
44 period. 

While most other major classi- 
fications marked up losses for the 
quarter in linage measured by 
Media Records, Inc., advertising of 
the motor car companies led the 
field. Financial advertising, with 
a 3.8% gain for the three-month 
period, is the only other classifica- 
tion on the plus side. 

During March alone, automotive 
advertising was 15.4% ahead of 
the same month last year, with a 
total of 2,354,115 lines. January, 
with 1,868,332 lines, was the best 
showing for that month since the 
prewar January of 1941, when 
3,662,646 lines were run. Febru- 
ary automotive linage, totaling 
1,606,589 lines, was about 50,000 
lines under February, 1944. 


6 GAIN AND LOSS PERCENTAGES, - 52 CITIES es) 
\ax 


MARCH 1945 - 1944 LOSS GAIN 
CLASSIFICATIONS 3» 20 10 ) 10 ' 2 »” 
RETAIL 0. 

Generar -7.9 ae 

AuTomorive 15.4 ERR 

FiMANCIAL 12.2 OR RTS 

Total Dispray “1.4 

Crassiriep 0.4 

TOTAL ADVERTISING 1.0 = 

Derartwent Stores 3.2 


JANUARY | - MARCH 31, 1945 - 1944 


Rerair 2.4 ee 
Gewerar 6.9 ara 
AuTomoTive 10.7 PerECLE CEN 
FUNanciar 3.8 — 
Totat Disrray -3.0 ewe 
Ciassiriep -2.5 “ae 
TOTAL ADVERTISING -2.9 a 
Derartwent Stores 75.6 
30 20 10 1) 10 20 w 


AUTOMOTIVE ON UPGRADE—Newspaper linage figures for 52 cities, com- 

piled by Media Records, show automotive, financial and classified sections on 

the plus side during March, compared with a year ago. Automotive also 
leads in the Jan. |-March 31 period, with a 10.7% gain. 


Automotive advertising, whose major producers, hit a boomtime 


gyrations outrank those of other high of more than 150,000,000 lines 


es +) Sap 


= 


the industry 


Tune in the top men of radio manufacturing 
through the “Radio Electronic Engineering” edition of 
RADIO NEWS-—the most direct, on-the-beam approach to 
’s leading executives and technologists—those 
who plan, design, specify or buy . . . Subscriptions (by 
invitation only) are limited strictly to qualified leaders in 
electronics (television, radar, research, communications, 
maintenance, etc.) — 9,000 in all. ... RADIO ELECTRONIC 
ENGINEERING is published monthly as a special 48-page 


executives’ magazine, bound within the covers 
of RADIO NEWS. 


COMPLETE, EXCLUSIVE COVERAGE 


No other publication reaches radio’s “inner group” 
so thoroughly and effectively . . . RADIO ELEC- 
TRONIC ENGINEERING is planned, written and 
edited on a superlative level for the top men of radio 
... It commands high reader interest that assures a 
proportionately high response to advertising . . . 
For concentration in radio’s most exclusive market- 
within-a-market—use RADIO ELECTRONIC EN- 
GINEERING ... For full coverage of the complete 
market—use RADIO NEWS, the one overall medium 
that blankets the entire radio industry. 


| war business from tourists in the 


se 


Advertising Age, Maz 


in 1929, fell off during the jc 
sion years and touched a 
low of 26,000,000 lines 
Recovering to 32,000,000 
'43, this group ran 31,000,000 line. 
last year. 7 
Foreseeing a bright futi, 
industrial public relations aq 
tising, the sales departmen: 
ANPA Bureau of Adv 
points out that this classif 
which amounted to only about $) 
000,000 in space in 1939 hag 
grown by 1943 to approximately 
$17,000,000. In doing so, the de. 
partment said, this type of adver. 
tising “had literally filled th, 
left by the departure of ne, 
advertising, which in {939 
amounted to just $17,000,000.” 


Britannica Names 
Nichols Art Editor 


Dale Nichols, one of America’s 
best known artists, has been ap- 
pointed art editor of the Encyclo. 
paedia_ Britannica publications 
succeeding the late Grant Wood 
who served in that capacity for 
more than a year until he died ip 
1942. 

Mr. Nichols will direct format 
styling, the commissioning of jj]. 
ustrations and the expansion of 
illustrative material for the 177- 
year-old Britannica, Britannica 
Junior, and the Britannica Book 
of the Year and World Atlas. He 
will also contribute illustrations of 
his own for inclusion in the books 


Seeks Promotion Fund 


The Washington, D. C., Board of 
Trade plans to raise $35,000 to 
promote, among other aims, post- 
war tourist trade to the capital 
and to expand the number of con- 
ventions held in Washington. Pre- 


capital is estimated at $50,000,000 
annually. 


Affiliation to Meet 


The annual meeting of the In- 
ternational Affiliation of Sales & 
Advertising Clubs will be held at 
the General Brock Hotel, Niagara 
Falls, Ont., Saturday, May 19 
Only a skeleton group of officers 
and directors will attend. 


Loveton Joins KMPC 


Edward E. Loveton, formerly a 
space and time buyer with Bentor 
& Bowles, Inc., and later with 
KOY, Phoenix, has joined KMPC 
Los Angeles, as account executive 
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Desk manual, wrt 
er's guide and secre 
tary’s handbook. An 
unusual! trust 
worthy abridgment o! 
what would ordinat 
ily be sever r eight 
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TAKE A LETTER 


PLEASE! 
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ness and social cof 
respondenc Covers 
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1945 — RADIO'S 25TH ANNIVERSARY— 
PLEDGED TO VICTORY 
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Carson Pirie Scott & Co., one of Chicago's oldest and finest department 
stores, recently decided to inaugurate an institutional advertising campaign. 
Radio was chosen as the medium to reach the millions in the Chicagoland 
market, America's 2nd largest, where 2,855,700 families annually spend 
over $3,500,000,000. 

Before selecting a station they checked station coverages and found 
WMAGQ to be Chicago's number 1 station—the Chicago station most people 
listen to most. 

And so Carson Pirie Scott & Co. currently sponsors “Variety at 5:15” on 
Monday, Wednesday and Friday evenings. They have joined the group of 
discerning advertisers whose programs over WMAQ make up radio’s finest 
entertainment program schedule in the world. 

WMAQ— morning, noon and night — reaches the people who listen and 
buy. Information concerning time availabilities furnished upon request. 


The Chicago station 
most people listen to most 


670 ON YOUR DIAL 


ig eee ate = * - ae ies sa ee ee 
ae f ma 7 i ; , 4 “x ; ine ; . “ #e De - r iV rr Fr, . Sere y 
19 , ) | ~ | — 
. 45 _— . : . “Se ae % “as — 7 eho gee 3 — ~ — Ent RT Mag nese 7 4 : aie 
. Fk, ee ee igten! So Cate Se ee 2 eae oa — oe : ei 3 § seh 2 2 +. ete er ae seg ae Ss. onus oe — * 
0 | i ee ee 7 fue fe ee ee Y Sole aeht 
varti = ati. eee ey nn ews a ae aut iy Ces Se i Stages a gt s Sane cial ‘ x ih fat + ies + 4 : ow <a gt Se Cong ao moe em 
my ; [ee | i oy Rgecaaees  ¥ Sn, a on,  ) Sana cae eae ae Oe . a_i ~~ ‘ 
i Oe — —— |. @ i | fee lll CLAS Ss a a 
es in ~% ae sic yee ine as pai Lt aa Pt er roe 8 =. | e.. a ~~ oe i a. : 276 Pe Kas " 18,2 € . 
UU lines a i me aoe ia ae: ¥ po i a a z= <5 is pre heel i mn i 7 i ee & a _ 1 eect be rm # q 
‘a Be hE ee S: a \ = a ea tise 3 AS e Wy = sami as ‘Coen seg iy “ me 
ia res. Sie tie am Ne ‘ : eg Se se ; iY oe ae - Mb 2% 6 el hire gas SOP tae ° a Ss 
My “— ey ed . ahs ie . ‘ ee i Bo apis: woe ‘a3 i ete, yy Pe Deg oats RGR gee : ee 
7 for a - A = a : é Ey ; : ae ae is rer ie S 5 a esa a a oie s ‘ ‘eau many, = a He # xe & 2M : at ; te oat c i ; ; ‘ fai 
i Pgs oe Se = a oe AS BO A ee et ee pe 
0 ER oh. /, _ i. | Lee et oe aad pone 
ertie a7 RE eae ee Pack ON? 5 Siegen oy es ke . he ira ~ eae oe, So? = =— — 3 P : be er eS ¢ e% 3 
‘Sing 7 = RS oe be i ¥¢ ee Sa a ts a Bie, hae ir a= ks ae "tt aor . : i wad a . eg » f = hae 4 ee ; - Ke x 2 ie 4 ge 
= ee ee i rer ha ay EO COMM 2 Sie eR eee ise oe 8 ke ay SS iv Sl be : < i boa ee Be i, a 
—i| s+ =e , et Ge a ne Se ea . Be ONGS =a is Nee ae ad ast - 
Mee a SS Pe es 2 ee a he _ 
imately ee gs a i ee Re MS eS se ia re ee a Me Re gS “4. > ; A op 8 es . aoe * eee - 
J ad Ee ar Yagi 2 bs i aes. er x : Tg RE Nai ik tue om Sats Feo! ~% ns ia . } Ret otek. = a & ee b * + nag fo a 
“adel Mb : ae ie eee x ae Fp fe oF ee 3 a > L Ls af lisse ‘i ae he thie sed Re tase = Bek st ea. a i y} 2. se eae! | ahaa ‘ is } } eae Es 
ae ty ss “eae oo ea yee te Pigs ite Es 2 <, MSS . : to f 4 i f siti’ ry ee oer ts ee a 4 ent . Soe : Fg : ae! ' ae ee . J } } we ~~ ad S i , ; 
‘ ee Cl OCR ee Cl i Fe “= 5 Seampeneee an Sees He ed ee ' Poe. fF id £8 & oc, fea 
ee Bap Ly, ee °C OR es P| | ee ome ea | a Hho ee RRS |) ll 
ew car aap y. a NI a wes ee i eae _ 
n 1939 he  —“C~S a ie ee yas iE - 
00. “4 oa ee Beerecd “Sa : i * i, i] . & x z ee : 5 | ; 3 mg | x 3 Hy <) x: . * ; \ ; Pes. + a ae “a eae . 
rae  ——s Bie: | ae | Pn « i | a ake ee ee a 
7 oie a z se eer a Bs ‘ ‘ts Hy - : # be “elt ; sO H ii ® Bi } t * a ' we ee : = he 7 
. oe) gem Seah Foe a oe Nee a : ae ——e . ii 4° Ri a& ‘gS A SRY eS 
q Bedi jo aay pean. Pee Se is 3 . ¥ ae ' 4 ‘ ; { . * Pes : Y Fea 
* Vi q ESS a ee ee i A ee ™ ) eile ci 
ae bia a ES ee sn at OO 2 i} ¢ a a OR a 
-. ee, oo ts Sse eee I, ete Ae, wes ees Neat cen. ae gt UB { ‘« fae a , 3 Ly ea » het ; 
ue Be ame i) eee = ced Seen: Gey Bok) ; 1 oo & al eeet een a 
ss : Bs not te: Se as ins 48. ae - j a ' wong / - Ee * ak 
Bes ' Be cl CS 0 eect gt ee steed | be as . —_— — es Gy r eo) * ee. . bt ae 
OO a ree TT YF i lat se ann es ‘wes re : 
; a a nati a “oy ea | Mee a Per ee » o Co ~ : } EY #i 
le o*+ oa s Me ae Pe Si ¢ ts WHE pe), a | no el "s s er 
bef m4 Pee e Be. = aS ee eit ho ae Bia eh gv’ eae a Win :¢ att Pree) is, ’ } | b (2 
' » Ss — ae ie fg? Se . ,. ee te ? F, Wy : o§ Thi Bae te! i 6. me Cy el 2 
° an ERE os I Se 1 3 
ee “ Re ee ooh > UG H ys ee | | eee : 
; <a 7 ‘es weal ; * IRAE SOS | RE ees a ta 3 ei ie oe 5 7 ay : Pr | ro. me 4 ; 
' P So " ‘ i # ae 4 eae es a ee hag Ay pasts: pecans! Lay H 4 y, i ere _ j ¥ eS - 
‘el a Me NR eee A ele PR ce Ps be Hs | Y | oS — : - 
oe ij al é A + os Sele ees ewe oe tf ee ts 4 oi ow ofa’ FO go 
“ | yt Wolfe eee yf Pe | 4 *& y _ 
( fae at oD Er eee 5110.94 “4 i ;% a 4 , ; 
. i i ‘ bs i & ps. eae ee a ae 9 Be kd i "~ = A sf < »\ 
ae P Ph a ae Mesa, | B 1 04¢ Sore” a tb waewnas ; | 
mm © > BUM ih a ee oe 6 et anes 4, 
bree ~~ - stig, 1 ghe S 3. ti hat sein a « tin be | ij : ] ‘ 
a a’ RAM aremccrscsm rt i ‘ 
gee _ Lease ik ii wo tae wn eeeit | 3 4 
d IE eee aa 1 I %s iG t 2s Sh: — e 3 ii 2 ? ea ' x 3 } F F at | ‘ 3 : 
Ps 3 Ii hy ASN : ai bee mF oks Bec 7 { f ij vt ey ; e i bry Br Hi iy iw ' Bo’ : - ech 
yard of 7 ; oe \ ? Oe | ee =. a Re jae F 
» DOst- Ti N r 0 M Pp A N Y ‘ , ae | we eS Wee iat tei cst | at Ly i ee | = 
-aDital ee i 2 ‘ of ~ og < - : E 2 beeen < - oa a - .- } : x ” ee 
a EY ae : ee ; / i . — : - SS j me hy P ai ‘7. i PA ; : oe 
of con- eee et a ‘ ti } i Ray Hie ha ‘ar. me) 43% I le pe oe ~ ee Li 
. Pe _  -ée aie WAS Ja, (Nie ie fOr ae 
° ei pa 3} . . va fe. ‘ ce” fis . $ 
00,000 fa ee eek Bo min peas pS | a ay See % 
, Oe «Se i 4 : ¢ ¢ ee j L:% se : 4 é Tae 
00,000 Lave : eae x a babe aS yy , a } es = ; Lisshs a e 4 ee 
; ‘at oe pe aot j f) ; / 5 eo Se Li > a = PAE, od 
val 1 to i ' - a > . 4 < ‘ = See il / x | we Pp ; 
ia ees - sen ’ > & / : 4 A) : ail we ‘ Sime 
» i ee > Key 2 A’ gee TY Y ce © iS ia mls 
. i | aa 2 Se OS Ae 2B, of a ae 
Pa $y ‘ oe : = » Mee me Se Ko - £7 ae tn ’ eet r $ ae / . 
les & a, toes =>. : 4 i 7 = 1 Tt ‘ } VA om = eid Fi ake SS a.) pias é 7 hee <a 7 
eld at he Sate * o : 2% “<>. ; } ie Kt { ay By &. ¥, L ‘ ‘ Scr Si 4 : me im ’ “ 
I ee eek | 70 <e/ v, Gee. i i Mogbe te 
yu AE RP tongs ee Ye re er oP ee a ee a” ok fee Bay \ 5 Ap be , AY a > i oe a oe ee 
‘| we SP ie ae i 5) Pe . ee Fee : $e ry \ = oa ‘Se ee ‘. Mh Ia = 
fficers 4 De ie A PS BS OR i Oe te elntics K Bees ui <> Wi } oe i hanes a te Serres ee 5 cee 
oa Bie oo” Pe, Sa ela ee ah re en Sk RE Ree ae! W { ' % Baie : Sy sce tee a a * ia 
age: oe, wee, Oe ee a ee coe ei . y ‘ . / \ i Y ie 4 3 es ~ yt ae ae ‘ 
eee 2 ge ERS Bee ee hs PE es SR gna oe! ae A Se Oe Re i ere Te i \ _ ie 3 oy gs Sgt ek ae bs 
erly a : om 
sentor ms 
with = 
‘MPC wa 
-utive. = 
peace: 
te 
f 
ay 
Be iy 
igHT! ee 
al, writ e Oe 
nd secte- . ” ae 
ok. “An ~ 
trust 
igment ol : 
rdinar 
r eignt 
Christian i: — 
tor —_ 
i\dexed aime ‘ 
$3.50 moo: 
eTTER = 
t G 
{ bust 4 j 
al cof : 
Covers 0 
ject of . 
with - - a4 
sustive sy ie 
York Wy si 
pages f a 
$2.75 bs > se a 
— \ f > ’ a a 
a : | Bags : 
sand “ 4 in : 
usage Ree Zz : ee ys ty 
apre . : 
prat 
Y ork i 
pages 
$3.75 | rate os. 
— | rd 
ie rc crrrrcccrrt—“ié<‘s‘OCOOQ 
the 
it of 
= * 
iction ; 
a . = 4 
light | 
Phila 
q 
$3.75 
+ € mi 


32 


Harwood to Publish 
Weekly Newsletter 


Harris I. Harwood, publisher of 
Plastics & Resins, has announced 
publication of a weekly Electronic 
& Television Newsletter, first issue 
to appear in May. 

The newsletter, covering news 
in the allied fields of electronics 
and television, will be published 
at 299 Madison Ave., New York. 


THE BAKING INDUSTRY MAGAZINE 


Bakers Helpers, 


FACT NO. 20 — 


During 1944 advertisers 
placed 31.8% MORE 
SPACE in BAKERS' 
HELPER than they did in 
1943. This is a continua- 
tion of an_ established 
TREND. Write for the 
9-year Trend Picture. 


330-SOUTH> WEI S*ST = 


270 Broadway, New York,7, N.Y. 
PUBLISHED EVERY TWO WEEKS 


War Bonds to Get 
Top Billing in 
Dad's Day Drive 


New York, May 3.— Father’s 
Day gets more advertising support 
now than any other national ob- 
servance except Christmas, ac- 
cording to Alvin Austin, executive 
director of the Father’s Day Coun- 
cil, who revealed plans for this 
years’ observance June 17. 

While the council does not spend 
any of its $75,000 publicity budget 
for direct advertising, Mr. Austin 
said, the day is widely promoted 
in most media, including news- 
papers, radio, magazines, theater 
advertising and retail merchan- 
dising aids. 


Three-Way Cooperation 


Father’s Day this year will be 
supported by the National Father’s 
Day Committee, representing 
prominent citizens and govern- 
ment executives, local theaters 


and junior chambers of commerce 
in a three-way cooperation. The} 
committee is headed by George G. | 
Goldie, vice-president of John | 


FATHER'S DAY—Here is the official poster for Father's Day, 1945, to be 


celebrated June 17. Giving approval are, |. to r., Charles Towne, illustrator, 
creator of the poster, George G. Goldie, chairman, Father's Day Council, 
and, seated, Alvin Austin, executive director of the council. 


David, Inc., New York men’s 
clothing company. 


Keynote of this year’s observ- 
ance is winning-the-war through 


© 


forms of advertising . . 


into one great urge to buy. Faced by this urge, 


eal 
turns indecis 


Point of purchase advertising compels attention 


. recalls to mind impressions made by other 
. translates all impressions 


10 


hesitation vanishes. Indecision turns into ACTION 


. .. a sale is promptly made. 


WITHOUT 
DISPLAY 


First week: A normal quantity of cans of a famous 
canned meat were placed on the shelf in the regu- 


159 Shoppers 
examined 
canned meats 
on shelf... 


CANS 
SOLD 


lar section. An observer made accurate check of 
the number of women who stopped and looked 
over this section. A check was also kept on num- 
ber of sales for this item during the week. 


Second week: Meat was placed on counter, 
backed by cooperative display piece on which 6 
small cards were mounted around an appetizing 
picture in colors of garnished sliced meat and tid- 
bits on a plate. On the cards were printed the names 
of products such as Coffee, Bread, etc., with a 
space for writing in the current price. The illustra- 


tions show the results. 


(Authentic data furnished by Point of Purchase 
Advertising Institute, Inc.) 


CHICAGO ; 


DETR 


Without display, only 
1 shopper bought out 
of every 53 who ex- 
amined the product. 
With the displey, 1 
bought ovt of every 
2% whe examined. 


WITH DISPLAY 


227 Shoppers examined canned 
meats on counter displays .. . 


OF CUSTOMERS 


SOME BOUGHT 
2 OR MORE 


BOUGH 


ARVEY CORPORATION 


O|IT ; 


JERSEY city SS 


INSIST ON ARVEY QUALITY 


a 


Advertising Age, May 7, 1945 


purchase of war bonds, w h lit oiE 
or no attempt to play up Dr rchan. 


dise. The committee is c erat. 
ing with the Treasury Dep. rtmen, 
in the 7th War Loan with a j945 
Father Bond Drive May  3-June 
17, which it will promo'e with 


store displays based on ‘‘e of. 
ficial Father’s Day poster, ther. 
Day boutonnieres of four .0.cent 
war stamps, to sell for 50 cent; 
and a program of city-wide ae. 
tivity. A V-Mail certificate fo, 
Dad to fill in, with specia| ep. 
phasis on war bonds, firs: pro. 
moted by the committee las! year 
will again be widely advertised, | 


‘Commandments’ Listed 


This year “Ten Commanc ments 
for Homefront Dads” are pronj. 
nently featured in six ads pre. 
pared by the committee. Follow. 
ing the instruction to “buy more 
war bonds” come: “Give more 
blood (in cooperation with the Req 
Cross), stick to my job, volunteer 
in a hospital in cooperation with 
the Army’s nurse recruitment bu- 
reau, share my car, be active jn 
salvage, don’t travel, work over. 
time, grow a victory garden, and 
avoid black markets.” 

About the first of June the of. 
ficial handbook for retailers, local 
Father’s Day committees and 
chambers of commerce, will be 
ready for distribution. 


KCRA in Operation 


Station KCRA, Sacramento 
Cal., a new 250-watt station af- 
filiated with NBC, began operation 
on April 23 from studios in the 
Capitol National Bank building 
Owners of the station are: David 
S. McKinley, owner of Channel 
Bakeries; Vernon Hansen, general 
manager, Crystal Cream & Butter 
Company, and Ewing C. Kelly 
operator of a local advertising 
agency. Frank J. Coumont, for- 


merly with KVAN, Vancouver 
| Wash., is sales manager. KCRA 
‘operates on 1340 kilocycles and 
| will be known as the Central Val- 
'leys Broadcasting Company. 


'Philco Sales Rise 31°, 


| Sales of the Philco Corporation 
| Philadelphia, rose 31% in 1944 t 
/reach $152,933,250 compared with 
|a 1943 figure of $116,395,598, John 
Ballantyne, president, and Larry 
| E. Gubb, chairman, reported in the 
‘annual statement. Net income 
|}amounted to $3,938,455 in 194 
|compared with $3,573,569 in 1943 


Heads PAA District 


Harvey A. Brassard, of Syvel- 
|son- Kelly Advertising Agency, 
| Spokane, has succeeded Joseph 
| Cornelius, resigned, as vice-presi- 
|dent of Pacific Advertising As- 
| sociation, district No. 1. 
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1939, the United States turned out 4 billion 


lars’ worth of cars. 


: those cars, at an average rate of 334 million 
> worth a month, was an American miracle; 
cle made possible by the tremendous power 


ertising. 


s month we must make that miracle seem tiny 
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May 14th, the Seventh War Loan begins. It 


tempt to market 7 


billion dollars’ worth of 
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bonds to individual Americans zn just 32 days. 


The job is to reach, not the miracle figure of 334 
million dollars in a single month, but 15 times that 


amount in actual cash. 

Can it be done? 

Yes, if every advertiser backs the job to the hilt; 
with all of his ingenuity, with every dollar he can 


with every hour he 


put into War Bond adveytising, 


can devote to this gigantic task. 


May 14th... Too late now, of course, for your 
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WAR SAVINGS 
BOND SERIES 


(5 times bigger than a miracle 


magazine advertising. 

Not too late for radio, newspapers, and every 
special promotion you can devise. 

Not too late to buy extra space and time. 


Not too late to throw extra effort into this dual 


fight against the enemy abroad and inflation at home. 


Not too late to make almighty sure that we put 
the biggest campaign in the history of advertising 
behind the most important selling job in the history 


of our country. 


- YOUNG & RUBICAM, 


ADVERTISING 


INC, 4 i 


New York - Chicago + Detroit - San Francisco 
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‘Keep Strong in 
the Air,’ Urges 
New Vultee Copy 


New York, May 3.—The first 
all-out advertising campaign to 
sell America on the importance of 
“keeping strong in the air” has 
been launched by Consolidated 
Vultee Aircraft Corporation. 

The new campaign, which mir- 
rors the industry’s concern lest 
military plane design and con- 
struction be completely eliminated 
once victory has been won, will 
run until the end of the year in 
150 newspapers throughout the 
country. In addition, Consolidated 
Vultee will carry its message, 
“Let’s Keep America Strong in the 
Air,” to the readers of Collier’s, 
Liberty, Life, Newsweek, Path- 
finder, The Saturday Evening 
Post, Time and United States 
News, as well as to readers of a 
substantial group of financial, 
farm and business papers. 

The first advertisement cites our 
meager plane production prior to 
Dec. 7, 1941, as proof of the need 


for maintaining a large air force. 
After stressing the military angle, 
copy points out the possibilities 
of a merchant fleet of the air and 
says, “Since the turn of the cen- 
tury, America has been a ‘nation 
on wheels.’ . . . Now, overnight, 
we have become a ‘nation on 
wings.’ The Air Age is here.” 


Others May Follow 


The copy marks a distinct 
change in Consolidated Vultee ad- 
vertising, which has _ heretofore 
emphasized the company’s war 
work. In the first ad, the company 
gets no mention in the text, all 
references to the company and its 
products being confined to the 
signature. Young & Rubicam is 
the agency. 

Since the arguments used in the 
new series mirror the thoughts of 
most airplane producers, adver- 
tising men would not be surprised 
to see other companies launch 
similar copy. Plane manufacturers 
and their trade associations have 
been actively pointing out to all 
who would listen that the wildest 
dreams of commercial and private 
plane enthusiasts still add up to 
only a minor fraction of existing 


z Hi: diddle di do 
Poor Jim Jay 

Got stuck fast 

In yesterday 
Squinting he was, 
On cross-legs bent, 
Never heeding 

The wind was spent. 
Round veered the weathercock, 
The sun drew in— 
And stuck was Jim 


Like a rusty pin... 


Come tomorrow, 
The neighbors say, 
He'll be past crying for; 


Poor Jim Jay.* 


eed the powertul current of feminine opinion that 


veered the weathercock of reader preference round to Women’s Group mag- 


azines. Open your eyes to the fact that it created, through voluntary news- 


stand purchase, a new public, a new market. You cannot reach that market 


through yesterday's media. It is our market, the market of the Groups, the mar- 


ket of tomorrow. Salesmen for our Ideal Women’s Group, (Movie Life, 


ot Water Movie Stars Parade, Movies, Personal Romances) will show you figures in proof. 


W.M Cotton’s Jdeul WOMEVS GROUP * Movie Life - Movie Stars Parade - Movies - Personal Romances 


NEW YORK FAL PUBLISHING CORP Madison Ave., N.Y. 17, N.Y., MI 


LOS ANGELES: pon Harway & CO., 816 W. Sth St., Los Ang. 13, Cal., Mutual 8512 


3-8191 e CHICAGO: IDEAL PUBLISHING CORP., 360 


N. Mich 
e HOLLY WOOD: IDEAL PUBLISHING CoRP., 6253 H'wd. Blvd., H'wd. 28, Cal., Hillside 7364 


Ave., Chicago 1, Ill., State 5582 


Advertising Age, May 7, 4; 
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FREE. ..a Copy of May 
Reader’s Digest! 


—all you have to do is check the three tonics 
in this list that interest you most 


tlie 
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AIDS EDITORS —This Reader's Diges 

copy in Harrisburg is a typical examp| 

of how the magazine pre-samples cop. 

sumer preferences on editorial mate. 

rial. A copy of one issue is the reward 
for cooperation. 


U. S. productive capacity, and 
that the industry will have to de. 
pend for its salvation on contin. 
ued production of war plane 
Furthermore, they say, it will } 
suicidal for the country to relay 
experimentation and actual pro. 
duction of new and more efficient 
war models. 


Brunswick to Vladimir 


Brunswick - Balke - Collende 
Company, Chicago, has placed it 
international promotion and ai- 
vertising with Irwin Vladimir & 
Co. of Illinois, Chicago. Th 
arrangement includes all foreign 


operations, .including Brunswick 
dealerships , and wholly - owned 
subsidiaries in Canada, Mexic 


Argentina and Brazil. 


Harris Forrns Agency 
Ralph Harris, formerly an ac- 
count executive with Abbott Kin- 
ball Company,. New York, has 
formed his own agency there with 
offices at 250 Park Ave. He wa 
previously with the Biow Com 
pany, Grey Adwertising, Mean] 
Advertising and Joseph Kat 


Company. i 


Bell Joins CKEY 

George Bell, witha the Harry £ 
Foster Agencies, Tc'ronto, for tht 
past three years, has joined tht 
commercial department of CKE! 
Toronto. 


4. More key officials jin Wa 
ington read TIME reguliarly * 
read any other magazinfe, how ve" 
big its circulation. 


2. The members off Cong 
vote TIME the mosft impo 
U.S. magazine that car 
advertising. 


For further details write ‘0 


TIME 


9 Rockefeller Plaza, New You 20,N." 
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MORE PROOF. AERO DIGEST'S 


Liditortal Superiority 


The Air Technical Service Command, Wright Field, Ohio, compiles and 
publishes the Army Air Force Technical Data Digest. Founded in 1930 by 


the U.S. Army Air Corps, The Technical Data Digest serves engineering 
personnel in the Armed Forces and the aviation industry. Each month this 
authoritative and official journal quotes from a number of aeronautical maga- 


zines. Following are the figures for 1944 — 


FICTION es. FACT 


AERO DIGEST believes that avy magazine that c/aims 
editorial superiority should be able to prove that claim 
Otherwise the “claim” becomes a subterfuge. It is proof — 


and proof only —that establishes fact 


The fact of AERO DIGEST'’s editorial superiority has 
been established again by The Royal Aeronautical Society 
of London—an unbiased and unquestioned authority — 
whose membership embraces the world's leading aero- 
nautical engineers. To them, each month, the Society 
sends a list of the most authentic articles appearing in 
American aeronautical journals. Of such articles in 1944 
325 were from AERO DIGEST 
199 were from paper ¢2 
99 were from paper #3 


Thus, se/ected articles from AERO DIGEST exceeded those 


from paper #2 by 126 and those from paper #3 by 226. 


Definite proof of AERO DIGEST’s claim to editorial superiority 


America’s Premier Aeronautical Magazine 


AERO DIGEST 


515 Madison Avenue, New York 22 


TWENTY-THREE YEARS OF LEADERSHIP 


145 quotations from AERO DIGEST 
119 quotations from paper 42 

28 quotations from paper #3 

24 quotations from paper #4 

21 quotations from paper #5 

19 quotations from paper #6 


10 quotations from paper #7 


Add the above to the proof we submitted last month from The Royal 
Aeronautical Society of London and there isn’t any aeronautical magazine 
except AERO DIGEST that can prove its claim to editorial superiority. 


America’s Premier Aeronautical Magazine 


AERO DIGEST 


515 Madison Avenue, New York 22 


TWENTY-THREE YEARS OF LEADERSHIP 
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The low rates of the 
Republic and Gazette make 
advertising in Arizona extra 
profitable. Few newspapers in 
the entire West offer so much 
at such a low rate. 
wee 2 As an example, a com- 
Zp parison of all California cities 
; between 25,000 and 250,000 
population shows that only three newspapers have 
a lower rate per unit of circulation. 

And few newspapers in the nation so ade- 
quately cover a market that is almost statewide. 

In Arizona, the Republic and Gazette, reach- 
ing more than half the literate families of the 
entire state, has 165% as much circulation as all 
other daily newspapers combined. 

Tell and sell more Arizonians at less cost 
through an adequate and sustained schedule in 
the Republic and Gazette. No other advertising 
reaches more than a fraction of these people 
and no other medium enjoys the same welcome 
as the daily newspaper. 


=z 


EL 


*The Common-Denominator rate used here 
for all newspapers, based on the national ad- 
vertising rate of each as shown by Standard 
Rate and Data Service, is the price of adver- 
tising per line, per million circulation. 


ALL NEWSPAPERS IN CALIFORNIA CITIES 
of 25,000 to 250,000 Population compared 
with the PHOENIX REPUBLIC AND GAZETTE 


Newspapers arranged in accordance with lowness 
of Common-Denominator* Rates 


Se EAS 

San Diego Union & Tribune-Sun $2.24 
ae 

Sacramento Bee $2.47 
a 

Fresno Bee $2.73 
IgE ot 

PHOENIX Republic and Gazette $2.99 
EER 

Stockton Record $3.08 
SEs 

San Bernardino Sun-Telegram $3.36 
MB 

Long Beach Press-Telegram & Sun $3.6 
|e | 
Richmond Independent $3.78 
RAC 

Bakersfield Californian $3.83 
ee 

San Jose News $3.89 
ERR 5 S08 

San Jose Mercury-Herald $3.89 
to ae 

Pasadena Post and Star-News $4.08 
Oe ae 

Riverside Enterprise-Press $4.58 
Se = 

Hollywood Citizen-News $4.68 
REP I reese 

Santa Ana Register $4.70 
ESR 

Santa Barbara News and Press $4.87 
RRR See 

Sacramento Union $5.04 
EE I 

Berkeley Gazette $5.07 
SEP (eee 

Long Beach Independent $5.24 
ec OE 

Santa Monica Outlook $5.71 
a I 

Glendale News-Press $6.17 
aa 

San Diego Journal $6.51 
PEELS SS eaRREENS 

San Pedro News-Pilot $6.63 
PR 
Alhambra Post-Advocate $7.42 
SS Sl a Pe 
San Mateo Times and News-Leader $7.61 
PE ea. 
Englewood News $7.88 
Richmond Record-Herald $9.45 
Alameda Times-Star $9.54 
Huntington Park Signal $10.09 


$13.39 
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You Ought toKnow . 


If any of your friends in the advertis- 

ing profession is interested in starting 
an agency of major size during wartime, 
theres an expert on the matter in New 
york. If your friend went to him for 
advice, however, this 
expert might possibly 
make him forget the 
whole idea after hear- 
ng a preliminary de- 
scription of the head- 
aches attendant upon 
merely finding an of- 
fice and furnishing it. 

The expert is Law- 
rence L. Shenfield, 
president of Doherty, 
Clifford & Shenfield— 
the agency in New 
York’s Empire State building which cele- 
brates its first birthday this summer, 
although its five directors and 23 of its 60- 
dd people have worked together for up 
to 19 years. 

As Shenfield says reminiscently: ‘Five 
men stood on a New York street corner 
n June, 1944. They had the responsibility 
of handling the advertising of a handful 
f important clients; they knew the 
gency business from the ground up; and 
they knew they had the cooperation of 
erhaps a dozen persons to help them 
build the business as they had visual- 
zed it.” 

Those were their chief assets (ample 
ready cash was an incidental), Shenfield 
ays. But—they could turn up not a 
single square foot of available office 
space near the advertising “Gold Coast” 
—they faced a personnel problem, with 
men and women who knew the agency 
field entering the armed forces — and 
even if office space appeared miracu- 
lously, they still had to solve the problem 
of obtaining desks, chairs, typewriters, 
rugs, calculating machines, radio turn- 
tables and all the other paraphernalia so 
scarce after three years of war. 

The five men, all executives of the 
present agency, were, besides Shenfield, 
Francis J. Doherty, Donald K. Clifford, 
Arthur Cobb Jr. and William E. Steers. 
Each handled specific phases of organiz- 
ing the agency after they moved into 
temporary space at 250 Park Avenue 
where Abbott Kimball found a corner of 
his agency he could spare. 

Office space almost opened up just off 
the “Gold Coast,’ Shenfield relates, but 
a government agency decided not to 
move out at the last minute, and the 


Lawrence Shenfield 


¢ e Lawrence L. Shenfield 


search continued. The quest finally 
ended in the Empire State building, and 
operations began in earnest, just as the 
invasion of Normandy started and put the 
petty starting of a business in its proper 
proportions. 

Shenfield feels that the “who” of an 
agency probably is the important com- 
ponent for success. An agency should 
be composed, he says, “of able people, 
harnessed as a sound, hard-hitting team.” 
To achieve this harmony, responsibility 
must be placed on these “right” people, 
who should be given the chance to do 
their best and so get personal satisfac- 
tion from their own achievements and 
their contributions to the agency’s prog- 
ress. A similar respect for clients, the 
worth of products to be sold and Ameri- 
can business methods make for sound, 
sincere advertising, Shenfield feels. 

Perhaps the fact that Shenfield was 
originally an architect is the answer for 
his emphasis on building an agency 
from a solid foundation. His first jobs 
were with John Russel Post, New York 
architect, then with Good Furniture, a 
magazine published in Grand Rapids and 
slanted consistently toward the archi- 
tectural field. 

A first lieutenant in the 305th Field 
Artillery in World War I, Shenfield re- 
turned to business in February, 1919, as 
head of the service department and later 
assistant advertising manager of Fair- 
child Publications. A year later, with 
W. I. Tracy, he organized W. I. Tracy, 
Inc., New York, now known as Tracy, 
Kent & Co. 

For five years Shenfield learned the 
many phases of agency service the hard 
way—from the solicitation of an account 
to the actual art work on the final cam- 
paign. He joined Pedlar & Ryan in 1925 
when that agency was started and re- 
mained there until 1944, when he re- 
signed as vice-president in charge of 
radio and a member of the board of di- 
rectors to set up the new firm with Mr. 
Cobb, Mr. Doherty, Mr. Clifford and Mr. 
Steers, all top executives of Pedlar & 
Ryan. 

Married and living in Bronxville, N. Y., 
he has two sons, one with the Army 
in Italy and one in the Navy in the 
South Pacific. He can really boast of a 
successful (indoor) hobby — philately — 
having won a gold medal in 1936 at the 
International Philatelic Exposition for 
the best collection of Confederate State 
stamps shown. 


Ihe Pay- Of NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


By ELON G. BORTON 


Advertising Director 
La Salle Extension University 


ou check your incoming mail care- 
lully. particularly in normal times when 
ee is no shortage of paper, you will 
/e impressed by the amount of ma- 
the mail order advertiser encloses. 
now when he is limited in paper, he 
ses as far as possible the full carry- 
wer of his postage. 
ioesn’t do this for fun nor “by guess 
y gosh.” He has found through re- 
1 tests that it pays. Contrary to the 
n of some that prospects or suspects 
it read through a mass of material, 
is that they will so long as his ma- 
s interestingly keyed to the needs 
ires of the recipient. 
s one hatchery owner, selling baby 
through publication advertising, 
in his first reply to inquiries the 
ng—a 2-page letter illustrated in 
another letter in black and white 
th sides of the sheet, a 4-page 2- 
folder (11x16), a 32-page catalog 
x14)y another large folder, a memo 
in order blank and a return en- 


orrespondence school for years an- 
ed advertising inquiries with its first 
ng containing a 3 to 4-page letter, a 


48-page catalog, a 32-page picture book- 
let about its buildings and organization, 
a testimonial booklet, an enrollment ap- 
plication and return envelope. 

If you comment that the first case ap- 
plies to farmers who have plenty of time 
to read and the second to people who are 
not busy business executives, then read 
again The Pay-off of March 19, where we 
told how the Vacuum Can Company, sell- 
ing to top executives, had a reply mailing 
of 14 printed pieces, a price list and a 
2-page letter. 

And if you think that this works only 
with people who have sent in a request 
for information, look over your mail 
again. I find in mine these typical exam- 
ples: 

1. From Kiplinger selling his letter 
service—a page letter, a 4-page 
sample of the letter, a 4-page 2- 
color folder, an order card, a reply 
envelope 
From Tide, the advertising maga- 
zine—a letter, a facsimile hand 
written memo, a sample 4-page 
ews letter, a reply card, a 2-color 
folder 
From Popular Mere hanics’ classified 
advertising manager a letter yA 
olor folders, order forn reply 

velope special reminder slip i 


envelope, a folder illustrating some 
premium for cash with order, and 
a number of illustrated cards of 
other products. 


The truth is that on the average, people 
will look over a lot more material than 
many of us think. Some will quickly 
throw it all in the waste basket and 
others will go through it hastily and pick 


out what catches their interest. But a 
sizable percentage, if your mailing list is 
right, will go over all of your enclosures. 
And since you have to pay your overhead 
of postage and mailing service expense 
anyway, the added material which may 
clinch your sale or bring in extra orders, 
costs you only your preparation cost. 


lhe Creative Mans Corner 


If we can remember, 
and we think we can, 
almost the first violent nosey 
discussions we ever @& re 
heard about advertising ®@ Tat 
were about Lucky &@ 
Strike advertising. And 
there has never been 
any considerable period 
of time since in which 
we haven’t heard more. 

Probably no other ad- 
vertising in the whole 
history of the business 
has been subjected to 
such prolonged profes- 
sional attack. If the 
Lucky Strike advertis- 
ing themes weren’t 
thought to be bad in 
themselves, then their 
repetition was. Indeed, 
we could name several 
individuals well known 
in the business, who for 
years have smoked 
Chesterfield or Old Gold 
cigarets for almost no 
other reason than as a 
protest against Lucky 
Strike advertising. 

Entire industries have 
been upset, as when 
America was invited to 
reach for a Lucky in- 
stead of a sweet and the 
confectioners rose _ in 
their wrath as one man. When the spe- 
cial green ink used in the old Lucky 
Strike package became a casualty of war, 
Luckies were damned for dramatizing 
the fact; the ink makers saw in it a per- 
sonal affront. Music publishers have 
tried to discover in the Hit Parade a dia- 
bolical plot to kill their best numbers, 
and there has been more than one law- 
suit. 

The letters LSMFT and the chant of 
the tobacco auctioneers are popularly 
supposed (in the business) to have an- 
noyed a nation. 

Then—there was Frank Sinatra! 

And if Lucky Strike sales have con- 
tinued to grow, this has always been ex- 
plained in terms of fabulous sums put 
behind each new campaign. 

Thus it is that the 10-year report of 
cigaret sales and cigaret advertising re- 
cently released by the Curtis Publishing 
Company, must come as a shocking sur- 
prise to the experts. For actually, Lucky 
Strike sales, far in excess of either 
Camels or Chesterfields, long have been 
made at substantially less advertising 


business Chart of the Meck 
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cost than either of these principal com- 
petitors. 

In the period from 1934 to 1943 domestic 
sales of Lucky Strikes increased from 34 
billion to 68.5 billion, Camels increased 
from 32 billion to 58 billion, Chesterfields 


from 33 billion to 45 billion. In the same 
period, advertising on Camels averaged 
19 cents per thousand, Chesterfields 22.9 
cents per thousand and on Lucky Strike 
12.7 cents per thousand, for newspaper 
and magazine space and radio time. In 
addition, Camels and Chesterfields used 
outdoor advertising and car cards, not 
covered in the Curtis study, while Luck- 
ies have used only the three media sur- 
veyed. 

In 1943, the last year before shortages, 
Lucky Strike spent $5,290,000, Camels 
$7,970,000 and Chesterfields $7,810,000. 
Translated, this means that for every 
penny spent for measured advertising in 
that year, Lucky Strike sold 6.5 packages, 
Camels 3.2 and Chesterfields 2.9. 

George Washington Hill, we imagine, 
has slyly been waiting for a long, long 
time for someone to catch up with the 
facts. 
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the hands of the U. S. district , 113 * 
Names Salzman K WK Sues Over court for the eastern district of Georgia Dailies Sunkist to Run 


Anbesol Company, Newark, Illinois last week when Station|Elect Shearer . 
manufacturer of pharmaceuticals, Program Name KWK filed a complaint against} Warry Shearer, national adver- $1, 000, 000 Drive 
has placed its advertising with) « [oyis May 3.—One of the Johnny Perkins’ Playdium, East|tising manager of the Augusta 


Hal A. Salzman Associates, New | first actions to aries in this aves St. Louis night club, asking the} perald, has been elected president on Small Orano Yes 
York. Newspapers and trade pub-|over a radio station’s ownership court for an injunction against/of the Georgia Dailies Advertis- 


; ; -- |Perkins to cease and desist from] j; inti Los Angeles, May 3.—Califo; 
hee lications are scheduled. jof a program title was placed in further presentation of a program we Pe gee Macon News &|nia Fruit Growers Excha: a 
~~ F billed as “Coon Creek Boys” or| Telegraph, and Bill Cunningham, |Cconduct this summer “the 5 gg. 
' he any name deceptively similar] Atlanta Journal, were named vice-| Valencia orange campaig) 39 
. thereto. presidents; Edward Holliday of|years of Sunkist advert sing) 
. The complaint is based on the|the Atlanta office of Jann &| Russell Z. Eller, advertising may 
*, station’s contention that it started Kelly, newspaper representative, ager of the exchange, told )VER 
the act in July, 1942, designated| secretary, and J. M. Markag, Way-|TISING AGE. . 
the name under which it was to| cross Journal-Herald, treasurer. The campaign will be put 1 
be presented, and has aired the Sieeiaiatsihaniade work to merchandise a record 38 


act continuously since its radio . 000,000-box crop of Valencias 
premier on Nov. 4, 1942. When| Leaves McCann-Erickson |nearly all of which will be smal 


the members employed in the act| Walter A. Burke, for the past|Size fruit. Military requirement 


= refused a staff contract under|25 years associated with McCann-|Will take most of the remainin 

For 16 Years Form B, as required by the mu-|£rickson, has resigned as Pacific large fruit. h ; si 
County Agents, Vo-Ag Teachers and sicians’ union, the station began|Coast assistant general manager l vigor, hoe ge — % N 
Extension Specialists have read Better building a new unit to take over|°f. the company. He will devote large ‘ao ut plenty of smal 
Farming Methods for the same rea- full time to private interests. juicy ones—Buy a big bagfull 
9 the program under the same name. From June through September. » 

son you are now reading Advertising Some of the musicians pre- and 30-inch insertions wil! ‘on 
Age—It's their business magazine. viously employed on KWK’s Coon| Name Walsh Agency pear in 465 daily newspapers jn 
. Creek Boys program moved to the] Walsh Advertising Company, | 345 gig — circula 

- ‘aay night club and called themselves| Toronto, has been appointed ig | tion o ,00U,000. hree color 

BETTER FARMING METHODS — = — “Coon Creek Boys,” with the re-| handle advertising tor Donnell & | Pages each will be published j 
Pe rep Rea som ' sultant plea for an injunction in| Mudge, leather goods manufac-| Better Homes & Gardens, Goo; 
federal court. ‘turer, New Toronto. Housekeeping, Ladies’ Home Jour 

nal, McCall’s, True Story and 

: other magazines with combined 


circulation of 24,000,000. The 
American Weekly, This Week 
Magazine and First Three Mar- 
kets Group, with total circulation 
of 16,000,000, will carry a total of 
11 color pages. 


Merchandising Carried On 


Sunkist’s 48 United States dis- 
trict sales managers are showing 
the wholesale and retail trade a 
preview portfolio of the campaign 
Dealer contacts have been cur- 
tailed by the manpower shortage, 
| Mr. Eller explained, but merchan- 
dising is carried on through a 
schedule in 20 wholesale, retail 
and institutional business papers. 
The “Sunkist Merchandiser” - 
will announce the campaign t 
| 80,000 wholesalers and retailers. 
| Foote, Cone & Belding, Los An- 
a handles the account. 


Cunningham to WPB 


William J. Cunningham, of the 
New York sales staff of McCall’s, 
has been loaned to WPB as con- 
'sultant in the printing and pub- 
| lishing division. For the past year, 
| he has been serving as state chair- 
|man of the waste paper salvage 
| division of the Periodical Publish- 
| ers’ National Committee. 
| 
| 


To Wesley Associates 


| Eleanor Pollock, formerly pub- 
licity director with Monroe F 
Dreher, Inc., has joined Wesley 
Associates, New York, in a simi- 
‘lar capacity. She was previously 
| women’s editor of the Philadelphia 


é 
| Record for six years. 


Expand Temple Schedule 


| 

| Templetone Radio Mfg. Corpora- 
tion, New London, Conn., maker 
|of Temple radios, has expandec 
_its advertising schedule using con- 
| tinuous rotogravure and black and 
| white space in 18 cities. Peck 
| Advertising Agency, New York 
has the account. 


If it’s 
A TES* 


you want... 
TAKE 
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NO HEADACHES IN 10 YEARS 


Ten years without a headache is the record of B.C. accounts on WFBR. They come—they test—they NEW be A\ ‘E 
Remedy Company* on Baltimore’s big Home Town stay—year in and year out. 
Station—WFBR. Starting with one minute spots in Remember the above facts when people start The Register is rated’ '** 
1935, this famous relief ‘‘B.C. for Headaches’’ has talking about RESULTS in Baltimore! Yes, if you ee et and ss 
been continuously on WFBR since that time. want to know what to buy in Baltimore... buy what a minimum cost you © °°" 


urban and suburban pore 


the successful home town boys have always bought lation 


Long years of successful radio is typical of national and are buying foday...W...F...B...R...- 


"independent Survey af Providenc: °°" 


*Agency: Harvey-Massengale Co., Inc. 


WATIOWAL REPRESENTATIVE — JOHN BLAIR & CO. WEW YORK AND CHICAGO 
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shy m® Local programming on WBEN produces comparable high ratings for both national spot and local advertisers. 
h WBEN is more than a visitor in Western New York homes. WBEN is the family friend of thousands who rely upon this NBC affiliate for 
. clean entertainment, sparkling shows and reliable news. And WBEN thanks these good people for their loyal support of a policy that makes 
it the most-talked-of as well as listened-to station in Western New York. WBEN delivers Public Service. 
debs 
f 
z 


BillbSard 


@ Thanks to The Billboard for telling the 
world that WBEN is TOPS. And thanks to 
Hope and Crosby for lining up those listen- 
ers. Here’s the rest of the story: 


NBC’s eleven out of Hooper's 
FIRST FIFTEEN 
(C. E. Hooper Oct. 1944—Feb. 1945) 


32 city WBEN 
averages rating 


Bob Hope 31.0 43.6 
Fibber McGee 4 a | 35.9 
Charlie McCarthy 24.3 31.7 
Bing Crosby 22.4 37.6 
Jack Benny 22.1 33.5 
Joan Davis 21.7 28.6 
Mr. District Attorney 23.2 24.0 
Abbott and Costello 19.7 24.2 
Hildegarde 19.6 Not 
measured 
Eddie Cantor 18.2 22.7 


Kay Kyser (lst half hour) 18.0 19.7 


“The No. 1 rating (43.6) for the No. 1 national program 
is delivered by The Buffalo Evening News station 
WBEN for Bob Hope.” 


“Bing Crosby, with a 22.9 nationally, gets *** 37.6 in 
Buffalo with WBEN. This is second top program 
for which WBEN is socking away solid listening 


tabs.”’ 
The Billboard—April 21, 1945. 
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Big Store Promotes 

Jesse Philips, general merchan- 
dising manager of the Big Store, 
Cincinnati, has been elected a| 
member of the board and treasurer | 
of the company. 


‘Power Wagon’ Moves 
Power Wagon, Chicago, motor 
truck publication, has moved to 
new offices in the Old Colony 
building, 407 S. Dearborn St. 


“the little 


° magazine 
_ with the big 
. \ audience” 


printed selling 


‘DAVIDSON 


is 
' 
eed 


Women’s Postwar Work 
to Improve U. S. ‘Living’ 


Wide Effects of War 
Found by Bryn Mawr 
and the ‘Journal’ 


Philadelphia, May 3.—The three 
principal effects of World War II 
on American women and their 
families, developed by the Carola 
Woerishoffer graduate department 
of Bryn Mawr College in an ex- 
haustive study, are: 

Probably postwar “accelera- 
a. tion of the long-run trend of 
women to leave the home for paid 
work.” 
2 “Acceleration of the long- 

e run trend of such family 
‘material functions’ as food prepa- 
ration and care of children to 
leave the home for large-scale 
private and public establishments.” 


“Strengthening of the essen- 
3. tial role of the family, which 
is to provide emotional security 
for its members.” 


Higher Incomes Expected 


The greater income provided by 
two or more breadwinners in 
many families, says this study on 
the “Impact of War on American 
Women,” will help to keep na- 
tional income and jobs at a high 
level. It will help to develop mar- 
kets for home appliances and 
other products. And through them 
it will help to provide women 
with more time and incentive to 
lift standards of living. 

The findings of the original 
work, which covered 900 type- 
written pages — and which also 
embrace the findings in scores of 
other studies, some of them here- 
tofore unpublished—will be shown 


What the 


PUBLISHERS DISTRIBUTING CORPORATION 
alters 1 WOOL ESRCT Sia 


@ A well financed organization of experi- * 
enced newsstand circulation specialists. 


@ A distributing company that 


cially interested in any publisher and is e 
equally concerned in developing the news- 
stand sales of every publication it dis- 


tributes. 


@ Careful distribution of newsstand copies to 


create maximum sales with 


turns in large and small towns throughout 


to advertising executives in an 
80-page illustrated brochure pre- 
pared by the Ladies’ Home Jour- 
nal and its advertising agency, 
N. W. Ayer & Son. 


Want Complete Package 


Among other things, the study 
discovered that “women would 
like their new homes equipped 
with labor-saving devices at the 
time of purchase, so that one 
down payment and carrying 
charges will cover the entire op- 
eration.” 

Also, although “many young 
women will give up their war jobs 
when their men come home, the 
basic pattern that has been de- 
veloping for the past generation 
indicates that as many women will 
be working in 1950 as are now 
employed in the war effort. Ac- 
tually, one out of every three 
women in America (16 to 17 mil- 
lion) will continue to work in an 
economy of full employment.” 

In this connection, it explained, 
more than 5,000,000 women are 
heads of families. “Other mil- 
lions are driven by economic ne- 
cessity to work even when men 
are present in the family. Still 
others are unmarried or divorced.” 


Return to Companionship 


An additional factor is what is 
called the “rationalization of the 
machine age. . A century ago, 
men and women worked together 
in the home or community center. 
Then came the factory and con- 
centration of business which took 
men away from the home. Today, 
women are simply seeking to re- 
store that companionship in in- 
terests. In ever-increasing num- 
bers, they enter business until 
they become married, and start 
a family. Then, they stay at home 
| until the children are off to school 
|—and then they return to busi- 


; i ness. 


Complete handling of newsstand circula- 
tion correspondence and details by a mod- | the child-bearing age group, 20- 


ernly equipped office staff. 


is not finan- 


minimum re- 


the United States, Canada and elsewhere 


in accordance with wartime 


@ Studied regulation of orders based on sales 


information secured from 
wholesale outlets. 


@ Effective distribution and display coopera- 
tion from its distributors numbering almost 
700 individually owned agencies. 


@ Periodic personal supervision of these 7 
wholesalers by an adequate, 


road force. 


conditions. 


Promotion plans to increase circulation; 
suggestions on advertising, editorial, paper, 
printing and other publishing problems. 


@ A traffic department to arrange shipment 
of magazines according to schedule at 
lowest possible cost. 


@ Prompt accounting and payment for copies 
sold at prices affording maximum income 


the various 


to publishers, with no charge for returns. 


@ Accounting, financial and legal advice on 


experienced 


matters pertaining to the intricate present 
day difficulties of taxation, legislation, 
paper rationing, etc. 


Friendly service and close cooperation with 
publishers and their personnel on all circu- 


lation efforts. 


PUBLISHERS DISTRIBUTING CORPORATION 


1841 Broadway 


Telephone: Columbus 5-0480 


ts to appear here. 


New York 23, 


rporation has 
f‘M es VW i Life Vovie Stars 


N. Y. 


The second will take up 


done for William M. 


Parade, and Personal Romances 


| “Most of the new women work- 
'ers who have come into the labor 
market since 1940 are either young 
and unmarried, or past the age 
of 35. There has been less than 
a 2% rise in women workers in 


34, but an increase of 66% in ages 
14-19 and of 23% in ages 35 to 
54.” 


War Affects All 


Of 4,000,000 women added to 
the nation’s labor force in the 
last five years, it is explained, 
1,500,000 represented about the 


Advertising Age, Md: 
normal expectation for new ») 
workers. Of the remainin,» 
500,000 about 1,500,000 “y 
out after victory, leaving | 
more women at work as 
of the wartime acceleratio: 
The war, the study s! 
altering the habits, needs 
sponsibilities of all 34 
American homemakers, in 
working women. “No long 
marily an economic unit, th 
ily is emerging as the ce: 
emotional security ... an 
sonality development.” A; 
same time “common work 
ests are being provided in a 
number of homes than a; 
time since the decline of ou: 
economy.” 


Homes are Obsolescent 


In the same way, the war ha: 
“highlighted the obsolescence of 
the American home living plant, 
The American standard of | 
is still sub-standard living for +) 
majority of our populace,” 

Figures are given to emphasize. 
among other things, that 58% of 
American dwelling units have no 
central heating, 46% have no ga; 
or electric cooking facilities, 440 
no private tubs or showers, 35% no 
flush toilets; that before Pear] Har. 
bor half of all our dwelling units 
were from 25 to 50 years old: that 
in 1940 only 43.6% of American 
families owned homes, a decline 
of 8% since 1930. 

Buyers or renters are seeking 
“packaged” homes completely 
equipped with mechanical heat 
air filters or conditioning, all kit- 
chen and laundry equipment, ade- 
quate wiring, built-in conven- 
iences such as_ storage locker: 
etc. Trends are seen toward pre- 
fabricated and smaller houses and 
“rationalized living space,” wit! 
more sunlight and better lighting 


Do Appliances ‘Save Work’? 


The report presents figures on 
the increased use of such ap- 
pliances as electric refrigerators 
washing machines, electric stove: 
and vacuum cleaners in the last 
two decades, but emphasizes that 
women’s interest in home-making 
does not “depart with the drudg- 
ery.” 

Previously unpublished figures 
are presented to show that the 
time devoted weekly to all home- 
making activities in rural areas 
(where there are fewer labor- 
saving devices) is about 61 hours 
as compared with 78 hours and 


Albion Recorder 

Big Rapids Pioneer 
Cadillac News 
Cheboygan Tribune 
Coldwater Reporter 
Dowagiac News 

Grand Haven Tribune 
Greenville News 
Holland Sentinel 

lonia Sentinel-Standard 
Manistee News-Advocate 
Marshall Chronicle 
Midland News 

Mount Pleasant Times-News 
Niles Star 

Petoskey News 

South Haven Tribune 
Sturgis Journal 

Three Rivers Commercial 
Traverse City Record Eagle 
Ypsilanti Press 


have to sell. 


tising that most vital 


35 East Wacker Drive, 
Chicago 1, Ill. 
Phone: STAte 7942 


MICHIGAN 


HOME TOWN INTERESTS 


are mirrored in the Home Daily Newspapers that serve th: 


The people of these non-metropolitan cities are interested 
everything that goes on aroun 
the news about their neighbors, their schools, their clubs, th 
churches, their industries and THEIR STORES. They want 
know what the new and better products are that these sto 


Michigan Home rel Newspapers give the news and adv 
y concerns them. That's why these d 
papers offer such a valuable advertising medium for you. 


MICHIGAN LEAGUE OF HOME DAIL!’ » 
“Lower Peninsula Group" 


national advertising representative 


SCHEERER & COMPANY 


Member of the American Association of Newspaper Representatives 


them. They want to know 


441 Lexington Ave., 
New York 17, N. Y. 


Phone: MUrray Hill 2-2423 
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ADD CLOTHING—Here is how Lamm 
Bros., Inc., Baltimore manufacturer, is 
telling its retailers it can't show its 
line of men's clothes for fall because 
of Army contracts and WPB regula- 
tions. The agency is Henry J. Kauf- 
man Advertising, Washington, D. C. 


35 minutes in households in cities 
of less than 100,000 population, 
and 80 hours and 57 minutes in 
cities of more than 100,000. 
Women with power machines 
were found to spend as much time 
washing weekly—three hours and 
five minutes—as did women who 
washed by hand. In fact, total 
weekly laundering time, including 
roning, averaged two hours more 
in the urban than the rural house- 
holds. 

In foods, the Bryn Mawr re- 
port predicts that the “phenome- 
non of home canning will not out- 
live the war”; that wartime “ra- 
tion hunger” will lead to peak 
demands for “old favorites’; that 
there will be increased emphasis 
on juices, new products and 
canned “main dish’? and prepared 
foods; that the wartime growth 
f frozen foods will be ‘“tremen- 
dously expanded,” with 265 such 
products in the immediate offing. 


Eating Out te Continue 


An unpublished national study, 
but covering only 431 housewives, 
found that most of those who had 
tried dehydrated foods would buy 
them. “Few would buy if priced 
more than the fresh, but most 
would buy if more than the 
canned.” 

Wartime housewives like the 
trends toward “carry home meals,” 
“canteen corners,” and “dinner 
delivery” services. They have also 
learned more about the “value” 
of foods from the wartime spot- 
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VENTING LEADING RADIO STATIONS 


light on nutrition. The 


wartime|ited gasoline” and the “smaller 


“eating out” trend would con-| housing units of the future.” 


tinue. 
In most cities the 
changed the main food 


Dr. Mildred Fairchild, director 
war has|of the Carola Woerishoffer gradu- 
shopping|ate department of Bryn Mawr, 


day from Saturday to Friday, and| supervised all research, with Dr. 
has induced more than two-thirds} Ann W. Shyne and Susan B. An- 
of retail stores to introduce eve-|thony II assisting. Over six 
ning hours. These trends, how-| months, the group consulted with 


ever, the report says, 
will not be permanent. 


probably |48 government bureaus, analyzed 
Among/|541 books, pamphlets, periodicals 


other things, “women will con-|and unpublished major studies; 
tinue to shop frequently and to|held 139 interviews with special- 
buy in small quantities.” These|ists in different fields, and in the 
trends in turn would be caused] process traveled a distance of 
partly by the return of “unlim-| 2,400 miles. 


Ta 


Kraft Names Maxwell |agencies are reprinted. The issue 

M. F. Maxwell, formerly south- | 2!s0 contains a list of Canadian 
ern Ontario division manager for|48encies, their executives and 
Kraft Cheese Ltd., has been ap- | their accounts placed in Canada. 
pointed assistant sales manager at | 
Montreal. 


Exhibits Canadian Ads 
The April 28 issue of Market- 
ing, Canadian weekly, devotes 44 
pages to the annual exhibit of 
Canadian advertisements selected : j 
by the magazine from the work of|}| THE LETTER SHOP, Inc. 
Canadian advertising agencies. 431 5. Dearborn St., Chicago 5, Illinois 


Sige 


More than 500 ads prepared by 27 
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yo 
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pRODURTION Gias 
MODERN Gloss: a 


the tow-rope of a 


Speeding 130 miles an hour a powerful airplane swoops down, picks up 


motionless Waco Glider and “snatches” the glider into 


the air with about the jar of a starting street car. By this method casualties 
are being evacuated and loaded gliders picked up and towed to battle- 
fields from small patches of ground on which a plane could not land nor take off. 


The tow-ropes, each of which contains enough Nylon to knit 1600 pairs 
of women’s stockings, are an important factor. These Nylon tow-ropes 


have prodigious strength, stretch to an unusual extent, then contract slowly, 


reducing the starting jar to a minimum. 


— CONSOLIDATED (2aZ2d/ PAPERS 


AT UNCOATED PAPER PRICES 


Nylon is only one of many amazing materials and helping speed-up the important work at home. 
developed by American technical and manufac- The manufacture of paper requires men and 


turing genius... while overwhelming quanti- 
ties of such vital war needs are made possible 
by America’s tremendous production facilities. 


machinery and materials which are also needed for 
other war purposes. Thus Consolidated’s peacetime 
achievement in reducing the cost of coated paper 
helps our war economy. 


Paper also plays an important role in war. In addi- The opacity and bulk of Consolidated Coated are 
tion to many other uses think of the outstanding job relatively high, so lighter weights can be used. This 
being done by great National Magazines!! Through conserves paper and raw materials, Produced faster and 
hundreds of battlefront photographs... realistically more economically the manufacture of Consolidated 
reproduced on coated paper ... they carry us along Coated requires a minimum of man-power and 

with our service men and women, vividly em- machine-hours, as well as critical materials. These 
phasizing the need for tremendous production savings are released for other war purposes, 
OTe” hg ape rere 


MAIN OFFICES 


CONSOLIDATED WATER POWER & PAPER COMPANY 


SALES OFFICES 


Four Modern Mills... All in Wisconsin 


WISCONSIN RAPIDS, WISCONSIN 


135 $0. LA SALLE ST., CHICAGO 3 
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Delaware Liquor 


Retailers Seek 


Change in Law 


Wilmington, Del., May 2.—Re- 
tail liquor dealers are battling 
wholesalers—in the state legisla- 
ture—through two bills intended 
to drive wholesale dealers out of 
the retail trade. 

One measure, introduced some 


Tanpy INDUSEE 


me wawernres 


CANDY INDUSTRY 


Don Gussow, Editor & Publisher 
33 W. 42nd St. . New York 18, N. Y. 


time ago, reportedly is “frozen” 
in committee in the Delaware 
House, but a similar bill has been 
introduced in the Senate. Spon- 
sored by a group of retailers, the 
bills would require wholesalers to 
sell only to retail dealers but, it 
was explained, would not affect 
the $1 personal license provision 
of the state’s liquor law. 

Retailers claim that wholesalers 
are competing unfairly with them 
by selling large quantities of 
liquor directly to the public, di- 
verting trade from their stores. 
They also point out that under 
present law, they must buy their 
liquor stock from four licensed 
importers or wholesalers while the 
public can shop around at either 
retailers or wholesalers for liquor. 

With whisky scarce, retailers 
say the wholesalers do not release 
supplies adequate to give regular 
customers their favorite brands, 
but instead withhold an unfair 
amount of stocks for direct sales 
to the consumer. A Wilmington 
wholesaler, however, maintained 
that the competition charged by 
retailers is not as large as pic- 
tured, and that wholesalers set 
aside only 5% of their stocks for 
direct sales to consumers. 


o 


NIAA Names Lane Witt 


as Executive Secretary 


Lane Witt, for the past year 
managing editor of Industrial 
Marketing, and prior to that man- 
ager of valve and fittings adver- 
tising for Crane Company, will 
resign June 1 to become execu- 
tive secretary of National Indus- 
trial Advertisers Association, Chi- 
cago, a new post. 

No broad organizational changes 
are contemplated by NIAA in 
connection with Mr. Witt’s ap- 
pointment, but his addition to the 
headquarters staff is expected to 
make possible the establishment 
of many new services and activi- 
ties for members. Harriette F. 
Boyd, currently acting headquar- 
ters secretary of NIAA, will as- 
sume that position permanently 
under the new arrangement. 


Kroger Promotes 


Harry J. Van Tuyle, formerly 
in the training department of 
Kroger Grocer & Baking Company, 
Cincinnati, has been appointed 
head of sales promotion for fruits 
and vegetables for the Kroger 
stores. 


TELL ’EM YOURSELF, BOSSIE! 


Yes. Bossie can even talk .. 


to help her—can attract 


attention with her voice and your name 


than the finest human .announcer in the 


world! 


Give them something different with Sono- 


' 
Vor. 


buoy foghorn and the Bromo-Seltzer talk- 


ing train, etc. 


& 


Franklin 6373 


. with Sonovox 


more 


You've heard Sonovox as the Life- 


Sonovox can pep up your 


Plaza 5-1130 


3 
OA4 


Ors 


listener- 


increase in 


program with a comical talking cow. Per- 


haps she can give you that 44% average 


sponsor-identification which 


Sonovox brings. 


Now Sonovox is available not only for big 


national shows, but also for a few care- 
fully-selected, blue-ribbon local accounts 
in key cities. If you want the facts, drop 


us a line today. Auditions gladly arranged. 


WRIGHT- SONOVOX, INC. 


“Talking and Singing Sound” 


Sutter 4353 


SAN FRANCISCO: +1) Sutter HOLLYWOOD: 633) Hollywood 
Holly wood 2151 


FREE & PETERS, INC., Exclusive National Representatives 


ATLANTA: 322 Palmer Bldg. 
Main $667 


All enennal 
ere ond generally we served them wel! 


Sy a Pee ‘ = 


Advertising Age, May 


yg 


HOW WE DID IN 44 


MICHIGAN BELL REPORTS MORE BUSINESS—LESS PROFIT 

With Michigan's mines ond forms toctores ond shipyords, delivering more — Nowever, despite ow bert efforn. on increasing mumber of opplicann « 
end more wor goods, the use of ow terrices im 1944 wos greater than ever 
needs were met. We served more people then On the financial side, earnings continued 


tor telephone: to be imsolled And toms long detonce calls were dew. 


Ow primary cim wos, and is, to do everything posible to haven View 


(COMPARIIONS BROW ARE FOR 1999, SUROPT'S FIRST WAR YEAR, AND 1944, OUR TEED WAR YEAR) 


WIE THE PEOPLE OF MICHIGAN BELL 
memnet OF emrov EES 


2.595 and im 1944-2,715 And 97 women were in the Services ot the end of 1944 


WE HAD QUITE A YEAR 


rou caus socal caus 
al oo oF rene oun oar ven par 
Cd ree 
eee 
) 

? S ij ; o® 
maine 200 14.000 136.000 1,640,000 6,986,000 
wes, central office and other mpment wor 


investment in buildings, 4 " plant equi 
$192,731 GOO at the end of 1999. Ar the end of 1944 « wos $243,383,000-—en increose 
of 26% But the record brecking volume of businew the tyWem to capocity 


OUT OF NET INCOME CAME 
PROvINON FOR “RABTY BATE” monet) 608 oom 


éé 


$39) 600 $466.000 


Ld te 


90.687 S00 $8800 om 


SO — WE PAID LOWER DIVIDENDS TO STOCKHOLDERS 
mmaans OF STOCK OO ENe Fen ney 
rd Lod 


Le 


Money available tor dividends hed to be divided emong 390.000 more w 
stock, sold since 1939 te poy for plant exponsion 


WE GAVE PRETTY GOOD Stevict 
- Except that we could not install telephones foro! 


ort remained on the line Mow telephone: were tov: 
oll yeor ond 95% of all cases of trouble were fixed me 
lepored 


AND WE TOOK IN A LOT OF MONET 
Brora wcoms 


43.8) ooo $2." 3000 

ne wed trom $33,401,000 m 1999 te $52,576,000 in 1944 
oll service, from $7,612,000 to $16,831,000, and mucelloneous ond directory 
dvertising. from $2,168,000 to $3,306,000 


—8UT OUR COSTS WENT UP FASTER THAN INCOME 


vera: costs 
wom ree 


wD ers nee FOR 


$23,262,000 $63 448,000 
Operating payrolls increased trom $13,527,008 wm 193% to $29,851,000 in 1944 
Ope: rom $6,088,000 to $15,647 000, and er cost increased 


yating tases went up b 
trom $13,747 000 ro $17,950,000 


—%3O WE HAD LESS LEFT FOR THE OWNERS 


DECREASE under 1939 8% 


nn ieee 


a. 


590,019,000 $9,280 


— AND WE SCRAPED THE BARREL TO SERVE 

AS MANY AS POSSIBLE 
years since wor broke out in Ewope, we odded ov 
% This wed up 


7 out of every 100 long div 
1944 by 


ING ABOUT IT 
general enlargement of ovr + 
| prevow 
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MICHIGAN BELL TELEPHONE COMPANY 


COPIES OF OUR ANNUAL REPORT CAN BE CONTAINED AT ANY MICHIGAN BEL BUSINESS OFFICE 


| to stockholders. 


GRAPHIC REPORT—Michigan Bell Telephone Co.'s public relations depart. 
ment produced this 90-inch ad, graphically summarizing its annual report 
The advertisement appeared in 250 Michigan daily and 
| weekly newspapers. This is the fourth year Michigan Bell Telephone has run 
these advertisements. 


Forms Close June 10th 
| 


Soldiers and sailors buy toys — lots 
of them. They also buy great quantities 
of perfumes, lingerie, jewelry and a 
myriad of other gifts. 

The peak of this year 'round gift 
business comes just before Christmas. 
Then, millions of men and women in 
the Armed Forces shop their Post 
Exchanges and Ship's Stores for gifts to 
send home. 

Most of these gift seekers are sto- 
tioned at Army and Navy installations, 
miles from civilian centers. 


ARMY © NAVY 


HARLEY L. WARD, Inc. 


... A Youthful Market 


POST EXCHANG 


ARINES © MERCHANT MARINES 


WALTER W. MEEKS 


The Officers operating these mi: 
outlets are looking for the bes! 


latest in all kinds of gifts. 


So—the July issue of POST EXCH” 
will be devoted entirely to mer" 
dising ideas for these men wh: 


“Looking Ahead to Christmas.” 


So — and we'll be brief —if yo: 
selling any kind of a gift item 


should reserve advertising space 
July “Looking Ahead to Christmas 


ing Number of POST EXCHANGE. | 


close June 10th! 


With a Great Future 


Main Office—292 Madison Ave., New York 17, N. 


SIMPSON REILLY, Ltd. 


368 WN. Michigan Ave. 101 Marietta Garfield Building 
CHICAGO |, ILLINOIS ATLANTA 3, GA. LOS ANGELES 14, CAL. 
SIMPSON -REILLY, Ltd. FRED WRIGHT CO. DUNCAN MACPHERSON 
Russ Building 915 Olive Street 700 So. Washington Sq 
SAN FRANCISCO 4, CAL. ST. LOUIS |, MO. PHILADELPHIA 6, PA 
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ae [ir | been lost through non-payment | but placed on an inactive status|such a way as not to have it com- 
@ il = |of rent over a period of years. |in the postwar period,’”’ Mr. Hei-| pete with private capital. 

VY XG f a * * * |man says, “and consumer buying| “The credit of the banks,” Mr. 

—~ a =% A proposal that the laws author-| were carefully observed, we could| Heiman continued, “is more than 


| w Business and Industry Are Preparing for a Peacetime World 


= the reconversion era, was made|tive duty.” banks to become a bit more ven- 
Postwar Kitchen a Galley Lavers, director of the national|recently by Henry H. Heiman,| The general credit situation of|turesome in the field of small 
All-Purpose Room? employment and veterans’ prefer-| executive manager of the National|the nation at present is adequate} business loans and capital needs 

or an 3 ence committee. Association of Credit Men. He|to meet our postwar problems, Mr.|can be most helpful in developing 


Regimentation for recreation Mr. Kenna said that in New |suggests that experiments be made | Heiman declared, but added, “The|full employment. The credit pools 
and concerted action for greater|Haven 100 small industries are|as to which of the regulations| government must speedily settle}now being organized by banks, if 
a in 29 buildings| should be kept in force and which|war contracts on cancellation or|properly administered, will con- 
architecture for tomorrow’s kit-| which he controls. The enterprises | should be put on an inactive basis.| termination; must wisely distrib-| tribute a great deal to small busi- 
chen, idging from an analysis of| were started on less than $2,000, “Tf Regulation W in the con- | ute surplus materials, and must}ness and consequently to employ- 
entrie in the recent U.S. Plywood|and only a fraction of 1% has|sumer credit field were continued,|handle its plant investment in|ment.” 


ease, appears to be the aim of|now operating 


* |izing wartime regulations be con-| quickly learn whether or not it) adequate for the postwar employ- 
tinued for a reasonable period in|} would have to be recalled to ac-|ment problem. The decision of the 


Corporation—Arts & Architecture 
small house design contest. 
“Whether the ultimate kitchen 
will be a compact, galley-like ar- 
rangement or a room where the 
entire family can gather to beat 
ts Wheatie bowls, sew, iron, wash 
nd cook together, could not be 
etermined from the reports, how- 
ver. Respondents, for instance, 
anged from the 10% who wanted 
ir kitchen to pop out of a wall 
bypboard to 28% who offered de- 
ions which allowed numerous 
household activities to go on while 
jinner cooks. 

Factory-assembled units for kit- 
chens, bathing and heating are 
rdered by 14% of the homes to 
srve as its mechanical core, yet 
results show that such prefabri- 
sted units can be fitted into a 
general plan having distinguished 
features Of its own. 

The kitchen is considered the 
most important room in the house 
fom a woman’s standpoint, the 
architects’ entries showed. Great 
care Was taken in arrangement to 
provide maximum efficiency in 
meal preparation. 

Choice of appliances for the kit- 
chen put the large quick-freezing 
compartment for frozen food stor- 
age in a prominent place. Next 
come the refrigeration section for 
everyday use, an automatic dish- 
washer, a garbage disposal unit, 
and last, stove and warming ovens. 
Plywood was designated the ma- 
terial for many of the cupboards, 
closets, counters, seats, fixed and 
movable tables, chairs, etc. 

* * * 

If the Mexican’s belief that hot 
water causes rheumatism could be 
by-passed, washing machines 
suth of the Rio Grande would 
sell like tortillas, according to 
Donald Dixon, who was recently 
appointed export director of the 

nlon Corporation, Chicago. Mr. 
Dixon said the Mexican laundress 

ll not use hot water, but pre- 
ers to beat clothes against scrub- 
ooards or even rocks in cold 
water. He said the company will 

ww the Mexican how to save her 
fands as well as her clothes by 
wing washing machines “as 
quckly as manufacturing is re- 
sumed.” 

South America, South Africa, 
france and the Scandinavian 
untries, he believes, will be 
§00d postwar markets for Ameri- 
‘an washers and ironers, too. 

* K ok 

If present intentions to buy are 
realized, Iowa offers an inviting | 
POST market for refrigerator | 

‘turers, dealers and dis-| 
Ol an “Iowa Poll” survey | 
ide by the Des Moines megieter | 


_ After the war, the poll discloses, | 
Van. hope to invest $25,362,150 | 
177.312 electric, gas and ice| 

ators. 
facts revealed in the sur- 

1) That more than 50% | 

‘lectric and 75% of the ice| 

ators have been in use 

lan six years; (2) that a 

Be imber of those who will 

not now have the kind 

uld like to have; (3) that| 
those who intend to buy 
trical appliance after the 
ne a refrigerator as the 

ey need most: (4) that 

o intend to buy household 

es believe they will pay 
them. 

of oe * 

ly successfully in action 
lan originated by Frank 
president of the Marlin 
Company, New Haven, 
to provide war veterans 
ismess space at low rents 
tial organizational help in| 
ey’re able to handle. 
y interested in the non- 
bay-as-you-can plan are | 
ranklin D. Roosevelt, Maury 
ck of the Smaller War'| 

Corporation, and Ralph H.| 


¥ 
4 

what Wage ee: 
can do about the 

PAPER SHORTAGE 
| stocks are low. This year there will be only 11,440,000 
Manpower is seriously short in the pulp- tons available for salvage. In order to attain 
wood forests. There is a constant drain on the War Production Board's 8,000,000-ton 
salvaged paper for 700,000 war uses. So goal we shall have to collect 70 per cent! 
paper prospects are not bright. War paper There’s one way you can help. Back the 
doesn’t come back! paper salvage effort! Wherever possible, tie 

You have already felt this shortage. Deep a paper-saving message into your ads. 
cuts have been made in paper allotments Tell the people to save waste paper of 
for all kinds of advertising. Paper and board all kinds, bundle it and turn it in, not only 
for shipping, packaging, and labeling are to support the war effort, but to assure suf- 
harder to get. ficient paper for essential home uses. ’ 

When Germany quits, it will be more she ioe incentive for ee the i 
Sai tis eves 40. git te storage tace- Double V Program is suggesting that groups ; 
ily to save paper and turn it in. Yet for collecting paper devote a part of the pro- * 


months after that, we'll still be supplying ceeds to aid wounded veterans, or other 


hs, ue 2 pe worthy local projects. 
our armies in both Europe and the Pacific. ; -" 
Last vear, by dint of hard work. we man- Further details and specific tie-in suggestions may 


oy . , ? ‘eC i 00 ~ We eria 
aged to salvage 7.000.000 tons of paper be secured in the new booklet: Var Material 


; . Emergency — Waste Paper Crisis’ 

from the 12,000,000 tons available for sal- ae 
dle for sal Address War Advertising Council 

vage. That was 957! 2 Paper Proje ct. 11 West 42nd St.. 


per cent. New York 18, N.Y 


V toa vereuns 


War Advertising Council, Inc., 11 west 42nd Street, New York 18, N. Y. 


Information and guidance may also be secured from regional headquarters of the Council's Sponsor Cali on it airman neat " 
BOSTON: F. F. Munroe, Curtis Publishing Company ®*© NEW YORK: John E. Smith, McCall Corporation * ATLANTA: T.C Allen, 
Time & Life, Inc. © DETROIT: Charles B. Field, Curtis Publishing Company * CLEVELAND: Merrill H. Boynton, Curtis Publishing 
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Containers Corp. Art 


Good, But Not Indigenous 

To the Editor: With great re- 
spect and admiration for Container 
Corporation of America’s art di- 
rector, with deep appreciation for 
the vision and patronage of Con- 
tainer Corporation of America’s 
president; with understanding of, 
and sympathy for, the fine works 
of art produced for Container 
Corporation of America, I must 
write that it is my conviction that 
theses modern advertisements are 
not the answer to “what consti- 
tutes, or will constitute, an Ameri- 
can advertising art.” 

There is nothing whatsoever in 
this fine exhibition, other than the 
copy and the language of the copy, 
which is innately American. There 
is nothing whatsoever in this ex- 
hibition which 
plicity, the stability, 
rightness, the 


Se mae 


CUCEC; 


This department is 


RR BS ia 


which are the qualities of the 
average American. And that 
statement includes both the 
American and the European artists 
whose great genius makes up this 
exhibition. 

These compositions are excel- 
lently complicated —like Europe. 
These drawings are lacking in 
warmth and laughter—like Eu- 
rope. These advertisements are 
magnificent in their cold, method- 


ical symbolism. They’re good for | 
Fortune magazine, where business | 


men think in terms of complica- 
tion, cold business with methodical 


precision. They’re not worth a 
i'tinker’s damn for mass maga- 
zines. 


The great advertising art of 
America, as yet not fully de- 
veloped, will be that which is first 
deeply emotional in an _ inspira- 


radiates the sim-| 
the forth-| that it will be a clearcut picture. 
purposefulness!|The perfect American advertis- 


tional, spiritual manner. After 


Sat SS  R 1 


a reader’s forum. Letters are welcome. 


1g SCE genes a aN RTO 


WSCT 


ing art will be as simple and as 
pure and as stirring as the music 
of Stephen Foster, possessing that 
lasting quality which always ac- 
companies that kind of order and 
harmony and rhythm which stirs 
the soul. 

For what are the things from 
the hand of man other than order, 
harmony and rhythm? But does 
the order, harmony and rhythm 
of the African Negro of Africa’s 
jungles reflect the souls of Ameri- 
cans? Does the order, harmony 
and rhythm of the Balanese musi- 
cian and dancer reflect the soul of 
a man and woman of America? 
Could the order, harmony and 
rhythm of a man of Europe re- 
flect the soul of a man from Iowa? 

There are some people who 
place the soul of the Australian 
Bushman above that of the man 
from Iowa because, due to a pe- 
culiar sophistication, they are 
thrilled by the primitive expres- 


F xs 


South are great “window” shoppers. 
Like their city cousins they like to 


see before they buy. 


in the farm 
same results . 


Today Southern 


Pi hd 


For Folks 


on Southern 


Farms 


Southern Agriculturist and get the 


. which is what they 


are doing, more and more. 


Avriculturist is a 


biel tags oe 


Ate. 
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radio copy and learned 
my stuff back to mysel/ ilent] 


for sound. Therefore, in reaq;, gm O° - 
copy today I run across wha; ge - - 
believe are incorrectly em) hasizegmm S's 
words. Take the first <cnte,,gm 2°. 
NC@ prancisce 


and read it out loud with the , 
centuation as given. Now vreag ; 


out loud the way I think houl Insi ;' F 
be accentuated: ~ Bp pre nee 
“$32,863,581 is a lot of money fg, 5, 


but it takes a lot to buy, ” he : 


Then read the first line ang Mee!’ 
half of the last paragraph. Nog ov" ws 
“listen” to my version: a oa 
“American manufacturer. in {mon 
aeronautical field should beg oe ie! 
now to cultivate, etc.” —_— - 
Mark M. Woo.wenr?u. being i 
fees cotah x Sales Promotion Manager Myo: 2 
. CONTAINER CORPORATION OF AMERICA Viking Air Conditioning ‘or. ——< 
y “ane poration, Cleveland. 
GOOD BUT—Current Container C lle B&O P 
—Lurren onrainer orp. S ‘ : 
ad. It is this type of art which Dale Wants Information Servic 
Nichols characterizes as good, but To the Editor: Re the adv To th 
only vaguely related to American |tisement appearing in the A; to ADVE 
tastes. 16 issue of AA, describing WT) tention | 
| as the “direct route to sales jq™g Served,” 
‘sion of the native from ine ere arco ay rey but gi os 
under.” So they lament the taste oe Ps greene # ll “> ot of you sons 
of the Iowan, or the Californian, |? hei ben tat pied. ai 
or the man and woman from any |°” ,"Helr radio stations, probably pol. 
¥ ’ | said after scanning the ad: “Whe My le 
{other part of the United States, the hell is WTIC?” . your 
'and proceed to import culture. 7 = ‘ - at, 
| When, if ever, will these well- ; J. CLARK SAMUEL, forth qu 
2 : : it : Public Relations Director, Al- M. V. | 
meaning, intelligent and visionary der Smith & S hase motio 
importers realize that culture ye = Ye k oN Carpet rw tal 
grows out of the people? ompany, sonkers, N. Y. eet ad 
The Exhibition of Modern Ad- ‘2% retinal 
vertising of Container Corpora-|*‘N, Y. Times’ Prints Bucy a 
tion of America is one of the most . +4: ~ ie tie 
inspirational exhibitions of Euro-| Wirephoto Edition rettt fo 
pean design which I have had the To the Editor: An interesting Last fall 
|good fortune to see. As such, as|feature of today’s news is them rance of 
| European, I applaud. transmittal of an eastern news °°! 
DALE NICHOLS, paper by wirephoto to San Fran- ! | 
Tucson, Ariz. |cisco for the delegates and memf ory co) 
Se ie bers of the press at the United next iss: 
Says Italics in Copy Nations Conference. folder, v 
Of course, this story is hardly inted 
Can Be Overdone complete without the fact thai pmmarils 
To the Editor: Using italics is|}the Wall Street Journal hag tere 
_a fine way to accentuate words in| printed and published a daily Pu- — 
|a writing, but sometimes I cry in|cific Coast edition in San Fran-H (,.. o¢ 
|my beard over its misuse. cisco for 16 years. The Wall Street cince le: 
| As an example, I’d like to call} Journal is published simulta- vious 
_ attention to the copy for Revista| neously on both coasts. Of its na- From 
Aerea magazine that appeared in|/tional circulation, 14% is in the rminat 
\the April 16 ApvERTISING AGE. Pacific Coast states and served pile 
| I’ve underlined the italicized|by the edition printed in and dis- sscrigier 
|words in the copy. Count them|tributed from San Francisco. tion of 
}and you'll find 63. Isn’t my criti- You will, I am sure, be inter- our pay 
'cism obvious? One diamond by|ested in having this informati ng to . 
| itself (or maybe a few) stands out,| before you when your attentio made th 
but when you surround two dia-|is on the current facsimile experi- know, th 
i'monds with 60 others, those two | ment. —— 
\lose their individuality. There LESLIE Davis, I thin 
|are actually so many italicized Wall Street Journal, New York. theee cht 
|words that they completely lose [Editor’s Note: The current the sam 
their punch and importance. As| “experiment” is the San Francis The fe 
a matter of fact, this typography,|edition, sans advertising, of thegj inated v 
besides losing its punch, is more|New York Times, a four-page edi-J “meth 
confusing than if it had been all|tion prepared in New York ané ‘i = 
done in upright or italics. sent by wirephoto to the WetM...)° 
There is another gripe I have} Coast. publishit 
about the copy, but this may be Conference delegates can read aM were do 
personal opinion. I’ve written Times’ Page 1 almost identical ployes « 
Te F % 
| purpose 
Make Y 
Share 0 


They can't saunter on Fifth Avenue 


modern market place for nearly a 


| Lend of P 
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or Michigan Boulevard. 


stroll through 


ean 


Read by more 
than 900,000 | 
southern farm 


families. 


NASHVILLE 


But they 


the pages of sales. 


@ ATLANTA @ LOS ANGELES 


million fine farm families. Bear this 
in mind as you ponder post-war 


@ NEW YORK @ CHICAGO @ DETROIT. 


From the nmch bottom farm land of the 
Arkansas and Grand River areas, a "MONEY 
CROP" ts produced each month of the year. 


This augmented by Industrial and Govern- 


ment Payrolls, makes for an ideal, balanced 
income that spotlights Muskogee “in a Land 


of Plenty” 


Share in this prosperity by using space in the 


Muskogee Daily Phoeniz 
“MUSKOGEE TIMES-DEMOCRAT | 


MORNING © EVENING * SUNDAY 
resented by THE BRANHAM COMPA NY. 
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simulta- 
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current 
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read a 
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with the regular edition, at their 
nreakiast tables. A 2 a.m. edition 
nf the Times is used for the trans- 
mission, With the four-page paper 
eady for distribution in San 
francisco about four hours after 


+ jis made up in New York City. 
pages contain a specially- 


[Insi¢ 


prepared, condensed summary of 
the news. 


The four pages of the special 
edition are sent from New York 
over wirephoto facilities of the 
Associated Press and are printed 
on presses of the Independent, 
Richmond, Cal. About 2,000 copies 
go to delegates, with a supply also 
heing sent daily to the Palace 
Hotel, headquarters for newsmen 
covering the big parley.] 

a a A 


B&O Ad Chief Explains 
‘Service Pin’ Position 


To the Editor: When I wrote 
, ADVERTISING AGE, calling at- 
tention to our message “I Have 
Served,’ which appeared in the 
Feb, 8 issue of our time table 
folder, I had no idea that it would 
‘ause such a “tempest in a tea- 
pot. 

' My letter, which was published 
in your April 2 issue, brought 
forth quite a lengthy letter from 
M. V. O’Connell, executive pro- 
motion director, Chicago Herald 
American, taking me to task for 
laming authorship of this idea. 
I acknowledged Mr. O’Connell’s 
letter, and from my letter I quote: 


Far be it from me to take undue 
redit for the “I Have Served” idea. 
Last fall the question of public igno- 
rance of the meaning of the Discharged 
Service Pin was discussed between 


irselves and our advertising agency, 
that time it was decided to 


arry something pertaining to it in the 


next issue of our system time table 
lder, which was Feb. 4, and as I 
pointed out the message was directed 
rimarily to our employes. The first 
reference that I saw anywhere else 


regarding the emblem was in the Feb. 
issue of the Baltimore News-Post 
(one of your papers), although I have 


ice learned it also appeared in a 
previous issue of that paper. 

From this you will see that the idea 
germinated with us some months pre- 
iously and our message was actually 
repared and ready for publication 
me time before I saw any publica- 


of a similar 
our papers or elsewhere, 
ng to ADVERTISING 
made¢ 


message, either in 
So, in writ- 
AGE, I naturally 
the statement that, “So far as I 
the Baltimore & Ohio is the first 
mpany to publish a statement of this 
kind 
I think you, or anyone 
circumstances, would have 
he same thing. 
The fact that you say this idea orig- 
inated with you eight months ago is 
something of which I, of course, had 
0 knowledge. 
As stated previously, I have 
») take credit from anyone. In 
publishing the message, we felt we 
were doing a good turn for our em- 
ploy discharged from military serv- 
e and who had returned to civilian 
fe. If we do that we feel that the 
will have been accomplished. 


under 
done 


else, 


no de- 


Make Your Plans Now—to Get Your 
Share of America’s Coming Export 
Boom 


TO COVER 


SOUTH AFRICA 


Advertise in 


‘he leading publications 


of 
ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 


publications . . . dailies, 
eklies, industrial . .. Eng- 
1, Afrikaans and dialect 
. sold as “a package’ or 
ividually. 

PHONE, WIRE OR WRITE 


‘merican Representatives: 


SS. KOPPE & CO., INC. 

"Fifth Ave., New York 20, N. Y. 
Circle 6-1320 

¢ data, rates (fully commission- 


and specimen copies immediately 
available 
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| 


| 


| 
| 
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clear statement of facts, 
thought my letter would finally 
dispose of the matter. : 
r. O’Connell’s letter to you, pub- 
lished in your April 23 issue, re- 
peats substantially what he said 
in his letter to me. 
VERTISING AGE readers may get the 
full story is the purpose of this 
| letter. 


In the foregoing I think it is 


obvious that I made no definite 
claims to authorship of the idea. 


It seemed to me this was a 
and I 


However, 


So that Ap- 


I have no intention of provoking 


an unwarranted controversy and, 


so far as I am concerned, the 
matter is closed. 

R. C. MAcLELLAN, 
Advertising Manager, Balti- 
more & Ohio Railroad Com- 
pany, Baltimore, Md. 

7, WT # 


Praises Pony Edition 


To the Editor: Just received 
the April pony edition and while 
my enthusiasm is still high enough 
to drive me to take pen in hand, 
I want to get off a note of appre- 
ciation. I do very much enjoy 
seeing ADVERTISING AGE, after 
nearly three years of missing it, 
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and this morning, for a good half |to know where some of the others 
hour, I was far away from Italy|are and how they’re doing) and 
and right back in the good atmos-|‘“‘The Creative Man’s Corner.” 
phere of copy, 24 sheets, and| Thanks for thinking of us. 
hustling agency men. MAJ. HELENE G. FONTAINE, 

I’ve been in the Women’s Army | APO, New York. 
Corps three years, come August, 
and have no idea how much longer 
it will be before I get back into 
civilian clothes, but when that 
time comes, I shall certainly avail 
myself of your veteran’s job serv- 
ice, 

Also let me say that I enjoy 
extremely your columns, “Per- 
sonnel,” “Getting Personal’ (nice 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Co. 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 8S. DEARBORN ST. CHICAGO > 


Mut Amniricar Suweat 
INDUSTRIAL 


GIANT 


va 


: Te 


i eiimal 


With its 21 huge dams, TVA is the 


world's largest power system. Knoxville 


is heart of the entire development. 


Aluminum Co. plant at Knoxville is 
world's largest factory under one roof. 
Knoxville City Directory now shows 
201,000 population. . 


Because TVA is permanent, Knoxville in- 
dustries like its huge heavy chemical in- 
dustry will be permanent. 


Knoxville is one of America's largest tex- 
tile and hosiery centers with 8 large mills. 
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Doran to N. W. Ayer 


Dorothy Doran, for seven years 
radio editor of the Akron Beacon- 
Journal, has joined the radio de- 
partment of N. W. Ayer & Son. 
Chet Brower, formerly with the 
West Coast publicity office of the 
Blue Network, has joined Ayer 
at Hollywood. 


Adds Cimino Account 


Malcolm Howard Advertising 
Agency, Chicago, has been ap- 
pointed to handle advertising for 
Don Cimino Wine Company, Chi- 
cago. A campaign using radio, 
outdoor, direct mail, trade publi- 
cations and point-of-purchase ma- 
terial has already begun. 


The opening of a NEW 


101 W. MONROE ST. 


HAROLD N. BRAMBLE 
Vice Pres. & Art Director 


Announcing. a 


ADVERTISING AGENCY 


Serving Advertisers of Central Illinois 


Wm. H. BINSALL & CU. 
ADVERTISING 


TELEPHONE 7606 


BLOOMINGTON, ILLINOIS 


NEWSPAPER + MAGAZINE « RADIO + FARM FAPER 
BUSINESS PAPER +» POSTER « DIRECT BY MAIL 


WM. H. KINSALL 


President 


DONALD GLASGOW 
Sec. & Dir. of Copy € 


Contests Coming 
Back, Say Those 
Who Judge Them 


Donnelley, Polk 


and Herrold Tell 
How They Do It 


By ROBERT MURRAY JR. 

Chicago, May 2.—It’s too early 
to sharpen your pencils and get 
out the dictionary, but contests 
like those famous ones of pre- 
war days seem certain to come 
back in style again, in the opin- 
ion of the handful of experts who 
make it their business to judge 
contests. 

Judging contests is a little 
known and by now highly spe- 
cialized field that has attracted 
few experts—this despite the im- 
pressive size and number of con- 
tests held before the war put a 


a fact. 


Their thinking on 
and 


national affairs 


Government. 


and Local offices. 


50 E. 42nd St. New York 17 


The 680,000 men who make up 
the Order of Elks are truly impor- 
tant in, and to, America. 


sought by Public Officials; their 
help in many wartime programs 
especially requested by the Federal 
Elks themselves are 
well represented in Congress, in 
Governor’s chairs, in hundreds of 
City Halls and other State, County 


aia = 


ELKS are men 
who matter in 
AMERICA... 


That’s not just a catch line—it’s 


The Elks 


local, state, 


cover-to-cover, than any other 
is eagerly magazine measured by Daniel 
Starch. 
* “ x 


Elks—and you're telling America!” 


360 N. Michigan Ave., Chicago | 


Because Elks are leaders, they 
naturally become the center of the 
business and social activities of the 
communities in which they live. 


intensive readership page-by-page, 


Elks know more people, see more 
people, talk to more people, and 
influence more people, than any 
other group of 680,000 individuals. 
That’s why we say, “Tell it to The 


We Ad, Aa Ew E- 


Magazine gets a more 


2970 W. Grand Blvd., Detroit 2 


damper on them for obvious rea- 
sons. 

Before the war, the bulk of and 
biggest contests were decided by 
Reuben H. Donnelley Corporation, 
R. L. Polk & Co., and Lloyd Her- 
rold, professor of advertising at 
Northwestern University. They 
are sharpening their techniques 
for what appears to be a full re- 
vival of contests. 


P&G Judges Its Own 


Not for many years have spon- 
sors of the larger contests, with 
the exception of Procter & Gamble 
and one or two other advertisers, 
insisted on judging their own con- 
tests. 

P&G, a persistent contest spon- 
sor, still judges its own, and has 
already served notice it will re- 
sume holding contests after the 
war. Last summer it gave $25,000 
in war bonds as prizes in a con- 
test held merely to announce it 
will later hold regular ones. 

Since then there have been only 
a few contests of note. Lever 
Bros. Company just recently 
awarded a first prize of $100 a 
month for life, and 506 other 
prizes, in a name-the-swan con- 
test; General Foods last week 
gave a $5,000 prize for a new 
slogan for its Maxwell House 
coffee, and General Mills is con- 
ducting an $11,750-plus-Piper Cub 
naming contest for Wheaties. 


Donnelley Handled Swan 


The Lever competition was 
judged by Donnelley’s contest 
staff. Donnelley also handled 
Maxwell House. Polk is handling 
most of the Wheaties job, with 
Mr. Herrold, who formerly han- 
dled General Mills contests with 
his own staff, retained to do the 
final judging. 

Donnelley, which seems to have 
judged more contests than any 
of its competitors, got in the busi- 
ness in time to cut its eye-teeth 
on the fabulous $250,000 Old Gold 
cartoon contest in 1937. To handle 
the entries of more than 2,000,000 


Advertising Age, Ma; 
contestants, it used a st 


“junior” and “senior” ju 
hundreds of clerks. Altho; 


of its contest clients hae },.. 


big award givers, Donne]! 


h 
itself out to judge not only Jars, 


but also small contests 
come. 


The procedure it fol 


rigidly controlled. First the 


letters are slit open by « 
machine. operation, chec 
boxtop or other proof 

chase, and stapled to env: 
make sure addresses are : 
Each entry is typed on a 


by-five card with a key n 


to indicate the entrant’s 


this to prevent judges from 


ing who submitted the ent 


Then in a preliminary ju 
entries are classified by the 
some other means, and the 


is passed on to a “junior judge 
who applies a rating scaled q 
eligibility, aptness, sinceri 


originality. The 


wives with degrees. 


Use College Graduates 


Finally, executive judges reviey 
the top-ranking entries, althoug 


scale she 
clipped to the entry and re\ 
and perhaps corrected by a “seni 
judge.”’ These judges, by the way 
are usually part-time employe 
obtained through a university an 
are graduate students or house 


nip 


they do some spot-checking | 


down the line, too. Usually th 
final judging is the work of Don 
nelley experts, with perhaps on 
or two “name” judges represent 


ing the sponsor, his agency or 


prominent public figure. The Pabs 


Brewing Company’s $50,000 2,0 


word essay contest on 


judging, 


prominent figures. 


The other experts also follow 


posty 
economy, held a year ago, wa 
an exception—Donnelley handle 
the 37,567 entries up to the fina 
which was done by 
special board including Beardsley 
Rum! of R. H. Macy & Co., AF 
Whitney of the Brotherhood ¢ 
Railroad Trainmen, and othe 
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BUSINESS 


Do You Kwow the 


ot, 
Kee 


Yes, our bees and flowers are lovely, but profit- 
able sales are born in New Hampshire, because 
it’s a mighty valuable segment of the National 
Market... and Space Buyers, Distributors, Sales 
Managers and others seeking resultful markets — 
there are important FACTS which you should 
know. The Manchester Union-Leader, the State’s 
accepted Metropolitan Daily, will gladly send 
you a valuable portfolio of booklets telling you 


FACTS of New Hampshire's Business Life. Write 


today. 


‘Manchester — Your Test City" 
"New Hampshire Drug Stores" 


"Merchandising Services” 


Morning and Evening 
40,138 A. B. C. 


“Plus Services” 


"Food" 
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eed Not Take Facsimiles 
lottery laws provide that 


much the same procedure | procedure 
contests. Under such pro-| highly objective, 
sponsors avoid the chances | “originality” 
g found by the Post Office | criteria, that a judge, shown an/dent of Donnelley, says no Don- 
nent to have violated the|entry without the scale sheet at-|nelley contest client has ever lost 
lottery laws, the only ones | tached, will make the same 
g legality of these contests.|nearly the same judgment made) fairness in awarding a prize. The 
months previously by himself or|company is careful not to accept 
another judge. 

The company’s entry in the field|“‘word building” or other matters 
its direct| which may easily lead to lawsuits 
food | (word building leads to that im- 


been made 
even though 


ntry must be judged, there| was an 


outgrowth of 
syst be no elements of chance, | mail 


| time—and the machinery needed|ners to show up as residents in 
|to handle large quantities of mail.| rural areas, in certain regions of 


David L. Harrington, vice-presi- 


or|money from a suit charging un- 


j}any judging contracts involving 


nd prizes must go to the best|makers, packing houses, oil com-|possible question, “What is a 


ntrants and to them only. Until| panies and others. 
spout two years ago, the Post|has the staff — 
fice maintained that under lot-| judges it calls in from time to|or sponsor wants the prize win- 


ery 


the right to submit a facsimile of 


iws entrants should have | 
| 


he boxtop, coupon or other proof 


bf purchase required. The depart- 


nent has since dropped that re- 
uirement, but some sponsors, in| 
the interest of good will, still ad- | 
vertise that they will accept fac- 
similes. On the average, not 
more than four or five out of | 
thousands of entries will be ac- 
companied by facsimiles. 

Occasionally, Donnelley officials 
say, Post Office inspectors pay 
them a visit, sometimes months 
after a contest has closed, to de- 
termine whether the judges picked 
the right winners. They say their 


Pre 


Meet 


Jean 7 hompson 
. OF 


Be, 
a 


yA EASTERN 
) AIRCRAFT 


Krank Page b ad 
OF 


PAGE'S ; a \ 
SERVICE STATIONF/ \ \ 4 


at 
é dnd 


Miss Thompson is a member of the 
ast General Motors—Eastern Aircraft 
Division at Tarrytown. Mr. Page is 
proprietor of Page’s Service Station at 
Chappaqua. Both businesses typical of 
free enterprise in Westchester County, 
New York. 

While Eastern Aircraft serves but 
one customer—the U. S. Government— 
it creates buying power among thou- 
sands of workers from all parts of 
Westchester County. 

Page's Service Station, in normal 
times, serves thousands of customers. It 
is a part of the vast network of filling 
stations in Westchester whose peace- 
time sales total $27,000,000—over $5,- 
000,000 more than those of the entire 
city of Buffalo. Westchester is a rich 
market for everything from food to 
iutomobiles—and one of the best test 

rkets in America. Ask your adver- 

agency—they'll tell you! 


Here are a few advertisers who have 


cashed in on Westchester: 


Presto Cake Flour 
Canada Dry Water 
Hartley's Marmalade 
H-O Oats 

Lion Evaporated Milk 
Astor Coffee 
Pepsi-Cola 


Force 
Worcester Solt 
Armour & Co. 


| 
: 


| “Westchester | 
‘Newspapers 


» of 9 daily newspapers published in 9 
ter communities. Combined circulation 
85% of which is delivered to the home in 

te afternoon when the woman of the bouse | 
home purchasing agent—is in a receptive 

r your sales message. 


Represented Nationally by the 


KELLY-SMITH COMPANY 
New York 


it} word?’’). 
except for the 


It’s just too bad when an agency 


the nation, or not to be profes- 
sional contestants, if the experts 


decide otherwise. The experts Say | 
they never permit geographical 


locations to affect their decisions 
unless the rules of a contest spe- 
cify, for example, that there shall 
be a certain number of winners 
in each state, in which case the 
judging goes on the theory that 
there are 48 separate contests. 
There is some _ disagreement 
among the experts as to which 


medium is best to promote a con-| 
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test. Donnelley officials seem to 
think newspapers, magazines and 
radio are equally good for the 
purpose. On the other hand, A. B. 
Ambrose, Polk’s contest manager, 


CORN — HOGS — OATS — CHICKENS 
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CATTLE — SHEEP— HAY — WHEAT 


| 
| NEW YORK 17, N.Y. e 
| 
| 


CHICAGO 11 


50,000 WATTS 


MUTUAL BROAD 


ILLINOIS 


720 KILOCYCLES 


‘és A S rT | N 'e r we ret M 


EASTERN SALES OFFICE: 220 EAST 42nd STREET, 


Little Elmer says: ‘‘Not much searching is necessary to 
ascertain that WGN is the leader in local and national 
spot business among Chicago’s major stations.” 


WEST COAST: EDWARD S. TOWNSEND CO., RUSS BUILDING, SAN FRANCISCO, CALIF 
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believes radio pulls most heavily, | 
then newspapers and magazines. | 
Naming contests attract more en-| 
trants than any other type, with| 
word-writing, limericks and puz- 
zles following in that order. 
Although the experts bid for 
contests to a large extent on the 
basis of their estimates of how 
many returns will come in, they 
have a hard time guessing this. 


Judges’ Rates Vary 


The rates these experts have 
charged in the past have varied 
considerably. It is believed that 
on even some very large contests 
the judging company has collected 
up to $100 per thousand entrants. 

No contest has ever induced 
contestants to buy enough of the 
product being promoted to com- 
pensate the sponsor fully for his 
cost of promotion. The long-term 
interest resulting from the promo- 
tion is what the advertiser seeks 
and often gets. Best results from 
contests, Mr. Ambrose thinks, are 
obtained when products being pro- 
moted through contests are, like 
toothpaste, breakfast food, soap 
and cigarets, sold to a consumer 
frequently during the year and 


retail for 50 cents or less. 
| General Mills in the decade 
| prior to the war sponsored 86 con- 
tests, having most success with a 
contest for naming a silverware 
set it was using as a premium. 

The greatest response ever 
achieved in a contest is generally 
credited to the Seminole Paper 
Corporation, a division of Inter- 
national Paper Company. Early in 
|/1935 it held a 50-word “why I 
like” contest for Seminole toilet 
tissue, using The American 
Weekly and This Week chiefly, 
and offering as top prizes 30 Hup- 
mobiles to the 15 consumer win- 
ners and their 15 grocers. There 
were 2,590,386 entrants. 

That summer it followed up 
with a slogan contest for the prod- 
uct, offering 100 Hupmobiles to 
consumers and their grocers and 
12,200 other prizes, all totaling 
$125,000 in value. Before the 
prizes could be awarded, Hup 
stockholders acted to withhold the 
Hups as prizes, and 100 Stude- 
bakers were substituted. 

There were 3,200,000 entrants 
in that slogan contest, and Mr. 
Herrold, whose staff handled the 
whole judging job, says the an- 


| 


swers that came in included some 
very unusual ones. 

In 1935 prizes offered in all 
contests probably amounted to 
$5,000,000 in the aggregate. Con- 
tests were most popular in the 
early depression years, fell off 
later in the 30’s, but reached a 
new high in popularity at the end 
of the decade. In 1939 the movie 
industry sponsored a quiz con- 
test that attracted 2,150,000 en- 
trants, among many of whom 
$250,000 in prizes were divided. 


Predict Odd Contests 


The experts believe contests will 
become popular again when a 
buyers’ market returns. When that 
time comes, most contests will 
undoubtedly be based on limerick 
endings, product naming, slogans, 
25-word “why I like” statements, 
and recipes. There will be others 
of odd types, the experts assume, 
as they speculate about such con- 
tests as that the Republican Party 
held in 1936 when it offered $1,000 
for the best statements by Demo- 
crats on why they liked President 
Roosevelt. The GOP wanted the 
statements, they said, so they 
could knock them down. 


PITTSBURGH 
PAINTS 
Smooth as Ylaxs 
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(actual 


Oil, 
Tires, 


Drugs, 


Ely & Walker, 


tion is resumed. 


TRAVEL TO LIMA 


FOR proor/’ 


average record); 


They increase sales 14.6%, and make 
national advertising 5 times as effective, 
by actual audited research. 


During the past quarter century we 
have regularly served such leading mer- 
chandisers as J. C. Penney Co., Shell 
A & P Food Stores, Western Auto 
Stores, Frigidaire, Marathon Oil, U. S. 
Pittsburgh Paint, Ford Hopkins 
American 
Stores, Westinghouse, Lowe Bros. Paints, 
Skelly Oil, Nash-Kelvinator, Belk Stores, 
Ford, Empire Super 
Markets, National Refining, Mid-Conti- 


nent Petroleum, Delco-Heat, etc. 


White Auto Stores, 


WE ARE NOW BOOKING 


QUANTITY ORDERS 


for delivery in the order received when produc- 
Quick delivery is foreseen, 
especially to customers ordering the same signs 


COMPANY 


before the war. 


THE ARTKRAFT’ SIGN 


900 Kibby St. 


SIGNS OF LONG LIFE* 


FOR QUANTITY 
by 
a The World's 


Largest Manufacturer of 
All Types of Signs 


*Trademarks Reg. U. S. Pat. Off. 


It's available in your own neighbor- 
hood, for thousands of Artkraft* signs 
everywhere today attest to their supe- 


rior quality. 


Artkraft's* exclusive features include 
Porcel-M-Bos'd letters (raised out of the 
heavy sheet steel background by pat- 
ented process, and 75°, more attractive 
and readable); 999/1000%/, perfect neon 
Galv-Weld 
frame construction (no rust, no vibra- 
tion); and 10-year guaranteed porcelain 
enamel. 


DELCO- HEAT 


T OF GENERAL MOTORS 


_ Olk BURNERS 
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aah EBY> 


Lima, Ohio, U.S.A. 


THIS COUPON FOR YOUR CONVENIENCE 
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| * oe 
BUYERS 1 300 Kinby St., Limo, Ohio, US. A 
Please send, without obligation, full 
i details on Artkraft* signs. 
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T/Sgt. Howell E. Rees, formerly with Kelly, Nason, Inc, New 
York, received the Bronze Star Medal for outstanding journs\istic 
work from Brig. Gen. George R. Acheson, commanding gen: of 
a Liberator wing of the Fifteenth Air Force in Italy. Sgt. Re: 


been overseas for more than a year... D. B. Gillies, vice-pre<. 9; 
Republic Steel, made the presentation when a painting, an or» ina) 
of an illustration used in Republic’s ad campaign, was given t: the 
library of Crile General Hospital in Cleveland. The picture port :ays 
the welcoming home of a returned soldier. . . " 

Michael Wren, mgr. of the ad dept. of the Journal-Courier, New 
Haven, Conn., is celebrating his 25th year with the newspape:. . . 

Would Don Molitor, director of sales at Edward Stern & (Co. 
Philly printer, say three’s a crowd now that he has a third son. 
Douglas Marshall, born on April 8? His associates were glad to 
get those cigars. . . It’s back-to-school again for the next 45 weeks 
for six McCann-Erickson v.p.’s and about one-fourth of the com. 
pany’s NY staff, with school-teacher Dr. Leonard Ludwin, director 
of McCann’s foreign research, conducting a Spanish language 
course. V.P. students include Edward D.: Madden, in charge of new 
business; Marion Harper Jr., mgr. of the central research dep't,: 
account group head Earl C. Donegan; copy chief William E. Mc- 
Keachie; George H. Smith Jr., mgr. of the NY foreign dep’t: and 
John L. Anderson, sec’y & treas... 

Come August, Fax Cone, Chicago head of Foote, Cone & Belding, 
will be able to drop in at home for lunch when the mood strikes 


him. He’s 
moving then 
from the 


North Shore 
to an apart- 
ment at 1209 
Astor 8%, 
which isn’t 
too far a walk 
from the 
Palmolive 
building ... 

George 
Grimes, f or- 
merly assoc. * 


ae pe LUNCH AT BRENEMAN'S—Studying the menu of the new 
eet Tom Breneman's Hollywood restaurant are th f West 
Journal, and . ; oc 
’ Coast radio men; |. to r., Ted MacMurray, production man- 
currently ed. ager, Blue Network, American Broadcasting Company: 
& pub. of the Myron Elges, account executive for the Blue; Raymond R. 
Oxnard (Cal.) Morgan, Raymond R. Morgan Company, and Frank Samuels, 
Press Courier, sales manager, Western division, Blue Network. 
was best man 
at the marriage of his son, Lieut. Lee Grimes, Army Signal 
Corps, and Mary Aileen Cochran on April 29 in the Chapel of St. 
Joseph of Arimathea at the National Cathedral, Washington. 

. And that was the day chosen for the marriage of Wendy 
Meeker, great-granddaughter of the late William Jennings Bryan 
and granddaughter of Mrs. Ruth Bryan Owen Rohde, and Lieut. 
James R. Miller, USNR, former Look assoc. ed. The ceremony took 
place in St. Paul’s Episcopal Church in Key West. . . 

Last week’s GP column reported Tex Roden, American Home 
Foods pres., as an executive-author-movie short subject. This week 
we learn that Tex is in Hollywood conferring with his agent, Roy 
Myers of the Hayward-Deverich Agency, over the pending sale t 
one of the major studios of the movie rights to his mystery novel, 
“Too Busy to Die”... 

Official praise has come to the advertising and publishing group 
in Chicago’s 1945 Red Cross War Fund campaign for overscribing 
its quota of $170,000 by 11.4%. Lloyd Maxwell, of Roche, Williams 
& Cleary, was chairman of the group. Vice-chairmen who helped 
go over the top were Gale Blocki, John Blair & Co.; Harry Bren- 
aisa, Capper Publications; Jim Duffy, Jim Duffy Company; C. &. 
Freeman, WLS; A. J. Irving, J. B. Woodward & Co.; W. B. Ken- 
drick, Outdoor Advertising Incorporated; John McLatchie, Time, 
Inc.; James B. Meigs, American Weekly; Norman Mick, U. S. News; 
John Rutherford, Fortune; H. R. Van Gunten, Foote, Cone & Leld- 
ing; Burleigh Withers, Withers-McCallum-Sterns Co., and Howard 
Wood, Chicago Tribune... 

Leonard Thomasma, assist. gen’l. sales mgr. of the Todd Com- 
pany, Rochester, N. Y., holds an award presented recently by the 
Sales Executives Club of his city for his work in planning and al- 
ranging a series of sales personnel clinics at the University of 
Rochester. . . 

J. Roy Stockton, KSD sports commentator and St. Louis Post- 
Dispatch baseball writer, has authored a new volume chronic!ing 
the rise of the St. Louis Cardinals—“The Gashouse Gang aid 3 
Couple of Other Guys.” The sports tome is published by ©. S$. 
Barnes & Co., New York... 

Graham Patterson, pub. of Farm Journal and Pathfinder, is v- 
ing as Philadelphia chairman of the ’45 United Negro College } und 
campaign. Under national chairmanship of Thomas A. Mor ‘22, 
pres. of Sperry Corp., the drive seeks $1,550,000 for the wa e 
needs of 32 accredited private Negro colleges... 

Fred Rost, ed. of Wholesaler’s Salesman, is working on “H 
Start Your Own Business,” to be published by Whittlesey Hoi 
September. . . P. J. Perussi of Advertising Agencies’ Servic: 
New York typographer, is footing the bill for the “Home Fro! 
man,” which tells in a four-page pamphlet the news of the 
front in general and New York in particular to about 5,000 
icemen monthly. Writer is anonymous, signs his name 
Desk”. . . 

A. M. Sarmento, McCann-Erickson’s Brazilian mgr. since 19°. * 
in NY on a 3-month business trip. . . Robert S. Benjamin, mg 
JWT’s Chilean office, was married in Santiago April 25 to Dor 'Y 


Calhoun, former public relations official for the Red Cros ™ 
France. . . G-E’s board chairman, Philip D. Reed, has acce '®° 
chairmanship of the 1945 fund-raising campaign of the Vis “8 


Nurse Service of NY. . 
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Adver! s 
onal 
Little Chance of 
ore Paper This 
_ Wear, WPB Warns 
‘ew 
sti Washington, May 3.—There is 
: ittle sibility that paper restric- 
of fs ll be eased up in the third 
nas ; fourth quarter, WPB officials 
of aid t week, and the shortage 
nal HBhay become even more marked. 
the Increased requirements for con- 
1Ys iners, not only to ship supplies 


Pacific war area but also 
ship materials from Europe, 
spected to place a heavy 

paper supplies even after 


ik, ain ( 
z Co, fighting is over in Europe. 
1 son, Hfpese needs, officials say, may 
ad to jomplicate the over-all supply pic- 
weeks re. 
Production of V-boxes made of 


yntainer board is due to be in- 
reased both in May and June 
ver the April total. The military 
gs been taking about 100,000 
ns per month for overseas pack- 
ging, and this amount may be 
tepped up. 

Swedish Pulp Ready 
Boren subcommittee on 


dep’t.: 
. Me- 
L; and 


Iding, 
strikes = 
een informed that about 650,000 
ns of woodpulp await shipment 
om Sweden, and that Finland 
as a smaller supply. England, 
owever, may contract for a large 
art of the Swedish pulp. Canada 
resumably would be able to ship 
sore to United States mills in this 
ase. 

Prices and shipping facilities are 
roving stumbling blocks to im- 
rtation of the foreign pulp. The 
lar Shipping Administration is to 
e asked to supplement Swedish 
essels in bringing pulp supplies 
) this country. Spokesmen for 
wedish pulp mills insist, how- 
er, that ceiling prices must be 
jised to include much _ higher 
hipping charges. Unless the OPA 
akes such action, they add, U. S. 
ills probably will not get the 
ulp already contracted for on a 
ntative basis. 

Concerning rumors that WPB 
ill apply a tougher enforcement 
olicy, officials say only that com- 
anies failing to comply with WPB 
uota regulations are being penal- 
ved. Some companies have had 
reir quotas suspended, while 
ther quotas have been trimmed. 


he new 
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‘ tok Becomes Rogers Corp. 


Rogers Paper Mfg. Company, 
fanchester, Conn., has changed 
s name to Rogers Corporation. 


CUE’ CATCHERS 
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week 
, Roy 
ale to 
novel, 


group 
ribing 
lliams 


“7H JINX!” 


was ae Mom and Pop a ge d 


*Jinx.”’ On the covers of 
gazines. Rightly feature d in 
fi inx Falkenberg is the perfect 
lakes an alluring pitcure no 
t you do with her. Comes high 
p . and E.C. pays the price. 
: girl. Does pretty well indoors 
tour entertaining soldier boys 
tisfying dish when Jinx flashes 
tive, eye snaring model is 90¢ 
value of any promotion. Why 


ive space on any but the best? 
. : your letterhead and we'll send 
ol ¥ proofs and details of our unique 
hy “ plan which brings you a monthly 
~ the best sales promotion photo- 
1¢ world. No obligations. No 
10 E. 38th St. 
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Spencer Represents 
College Newspapers 


Don Spencer, president of Don 
Spencer Company, New York, has 
purchased National Advertising 


Service, Inc., advertising repre- 
sentative for all college news- 
papers throughout the country. 


W. B. Bradbury Company, New 
York, will continue to represent 
college magazines. National Ad- 
vertising Service, 420 Madison 
Ave., with Mr. Spencer in charge, 


will be independent of Don Spen- | 


49 
cer, 271 Madison Ave., which rep- | advertising staff, has been ap-j|in 1943 as advertising manager of 
resents college football programs.| pointed assistant manager of re-|the blends division. He was for- 

Due to paper restrictions and|tail advertising, succeeding Ar-|merly with the Biow Company, 
other wartime problems, the num-|thur E. Rozene, who becomes | New York. 
ber of college newspapers in the | head of the classified display ad- 
country is reported to have de-|Vertising division. 


clined from 800 in 1941 to 325 at 
present. The college enrollment | Schenley Ups Reingold 


trend, however, is expected to} Harold I. Reingold, formerly as- 
turn upward next fall. ‘sistant to S. D. Hesse, has been 
—_____ |appointed director of advertising 

wre ’ of the domestic whisky and import 
Tribune’ Names Fulton | and export division “of Schenley 
Paul C. Fulton, for 21 years a) Distillers Corporation, New York. | eis 
member of the Chicago Tribune | Mr. Reingold joined the company | 4 
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Ths 1 IS Toledo 4 
Se ate ae 


TOLEDO 


The Blade began 


surrounding 


...and this is the 


down into Toledo even before the 
early residents planted the magnifi- 
cent elms that still shade Colling- 
wood Boulevard and many another 
street in what is affectionately known 
as Toledo’s “Old West End” 
those great trees, The Blade has had 
a sturdy growth. Today it covers all 
Toledo and reaches out into the rich 
territory which com- 
prises the Toledo trade area. 
Blade seeks to prosper 
increasingly by serv- 
ing well 
munity of which it 
has been a part these 
many years. 


BLADE 


putting its roots 


It’s like the old saying, “You can’t see the forest for 
the trees.” Looking out over the city from the upper 
story of a downtown building, you can hardly see 
Toledo for the trees. Of elms alone, a Federal count 
a few years back gave Toledo 240,000—five times as 
many as the largest city in New England, traditional 
home of the elm. It’s one of the things that make 
Toledo a good town to live in, as well as a good town 
to do business in. And that’s pretty important, too. 


TOLEDO BLADE 


One of America’s Great Newspapers 
Represented by Paul Block and Associates 


Like 


The 


the com- 
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NEWSPAPERS ARE ALWAYS THE BEST ADVERTISING MEDIUM 


* r ‘ =; Peal 
\ ; a5 
Pa aed : . f s , ‘ f j 
_ F PESO RSE 
- yeas 
ides: 
| eee 
Rabos: 
| L Ae: 
ie 
Pe 4 : 
4 i, in 
Pa icy 
Ber NO. 
; 
— 
i. 
ir ee Za 
aa 
r - 
New io re , y is 
. 
yi 
“<) 
| J 
| 
i 
| 
rector | 
fuage ; 
f neu | — “Vs 
ley Be ity 
] J 4 iy 
a ee 
. 4 . e 2 
ie Be: 
“ey Pa a 
‘ oe be 
; ‘a. . eee Ry. r. : of we aa -. =, rs eee 
4 ar” , ed ; yw + Teter ee emits € ae Z i ae igi So ee hoe gt My ni ies me a a . fy Se eee, i: a ny Mee Pi 3 No Re ee 
- ; “~ % ‘ ee ae ae on gt te ‘ " We. i Ee BL ee i » ae Ce: ae 
: = ae | Be 5 * Ne g ae A ie Yue eS: . a ee 4 . ad * ten Roe a pg Piss a eA A ee « Oh a 
| ns . Bee & at : So 4 ae a Ode es + <a . ver ae PORoE Lees, F aa Sek i are See Peas rut » - 
| 4 | Pa ange a a a. fet om, " a men: Ded hy Mire ‘tte * td i 2 a ae be  . 
| : . * ae - .® | ai ~ fa ¥ R; Me be tat ae <a 4 on > aos . : 6" m th : | itl wa 3 se = See fi :? Sy + ide? eee » 
St Bee = me 2h foe et ae Pe tt Up Is fs eg ~* Fates 
mer. = td : rs %, ae Sie . ie. 9 #6. SS 2 4 ig = - = Peg i Py = re er ae Py En B's A. * 4 bain , F 
> 4% P a! P a "8 > s- Te lee i . a 3 ee: aa ee a ae ee i ; ; 
Pee! OS TO .? = ie > ae ta SR i a AE % 
hy > © ee a EO em Ne ee Se. ee, a epee? a eet y weer | ee : 
, af Pa e ‘> ee “4 S qe 3 a? - ae om we ute SF > an ree ae 7S $s 4 Fe ; Re. Pus ae: = ‘ a mM os b ai 
et ae er NS OO 2) ght fe oS Ses a ee 
baie } ae ‘. _2* Je y Sade Ste oS os is anh bay Se Ns Oe ee fe ee € b ; ; * 
. ’ ve , ; , ‘\ PR oe ei om — ee ee ee: | ie nen ry 
os ‘ae / ee P< @ : mae a A 7 Ws x See se a: 7 = % oe "adel 4 ae Soe NO Se Ms f 
4 ¢ a ae oe . ‘ iat 8 Ca 4 t cy a Ter R's Ba a nS Oa, Lf Gees bit’ bs hs S ie ie See an be, y Maer ‘ . 
» am . 4 “ : Mr, a ae vail sai, Mae a Shwe 3 bg a " ay OP 4 / ; wea 
£ OP sk Bie. SER Oe ee ote Re gy aes Oe, oe See a cad OP Ta 
ee a Aw Ss ee MEO US Les asi? Bg # — 
ew a Sans OL Le J ~ Tie Mee ts ee ge et a oe OF ks ie 
Z a 5 a . : as % ws £ oes Pf 4 oe PS Bait Ay Mie aay a, i ore , 2. , % é oe, | Pate 
ot Sie 5) Ae Se fi. re e+ 4, 3 * Le BE ha. poe 74 Z en. ae ~ es 
7. in ae 4. s—? 3 ta . eee 8 te Rett ee oe rid a me, e =, ; os 3 
ee ‘a so Se RS Pea ws en PY 0 ty oe = ; ~ i 2. al i 2 oie P 
pe op i vd a “ Si a hag or Ps bs es, wa ge wre 7 > a ‘ > r " ae ¥ as es al “ i. e “ Hon 
ie. alee OD dele Oe Re. wits ai om ; ae < oy z ob » bs ooh i * i ts os Fee se te ee : “6.3 . aleris =a oe = be bee - % i : 
eee i ia eS . oe. ee - *.% be , os Se oy 9 ars: Ps : Ses eae ae 4% See, i MW ets . vf ‘Aipeses. 
by ae se: a sr > Si i i - ie: eee ee a Fee fats ei ee Me ee a4 Pager 
i $ - Wa er, &. gM 4. ¥ ‘ ie < ee hg Ps ee Birt Ne oy eee onda : r ee ee CP eee ae eb oo OS Ct . 4 
“rn ee € a: ae 5 Bete ®, i a. t ‘ae Oa, SRT es SP it meer PS a ee oS Le ‘ 4 Rais 
aoe le re 4 ee rey ae Se ie i “ iy <e ae ot eee 2 a ¢ _ Re i / at alt 
a eS ee gr ie ee er pare ee ee  & a 
YP eo ad” 2a a> Vom oe i i eas a TT, A Fy tA % * s este 
eo on e - 8 Pie. . e = mr ba: ties pees vn . oat ae ott _ * i ; “ 4 R ee 
0 pa, ee | = Tae He on ae Ate. ee) ey Oe a Oe mer ; Apc tice ty “ Pe Sp, chee 
re a ae 3 . a =e ; ei ee ae ae See ee ee ee ee < ai 
OE s,m a a! » ah cies td — , Wo aia se Re Celeae. > ees aa Eg rage ee or ghee 3 3 n, a 
i NO eae ee at Sa pee a > £3 man Se 26 ee 8 i = ~ gl ee o é hh t 
aoe eee Re RR Te % Ie eee ee en a Oe PR ; er 
a. eee ae pt he c.g? Tee Se. eae Si Ae 32. ee Sci ‘ae g 
~~ se ae eek a ge pet Je EY OE Wi. 
‘ E.. oo a 2 ae . ~ Sai ee tee te oak - Se pee ) Ee, eee lg Fe Sag Ray ee 2 ‘ 
it rr: er ia & oe. hee MD fee eh FE eRe coh CRC igs Sea ae, aa I see sh : 4 es 
oe te ae te ie * on ry eine ye Pee A as WG cme ee ee Mee, * ie © 
a Se . » ns ee Sera ee ae fi Rn Be Se + ee a ie & 
= ? a ae ee t-4 As. Jes Piste BS Aaa a 0 PA Ke ee. ee AR TWh eee ee gare as. oN os ae ” 
. ; oy yee * 7 Ae: Ee - 1) a ie Dee 7 ee he < “a amp gee o pe > Ee ee a ep  —_a a 
Ps . % op: oO SF ae : . S a PY ee ay ae oe oo5 SA rt ce ate Sl * ae : a 
, Mla a Wes aS ce! ee aS a en oa se ' a 
4q 75 §; 4 See "am 5 MEE Ho: om Ae AS Bee J a > a ~ & ’ 5 
ar a ee ky eee ; eas TA 4 ae < eee Pe. - " . geo 2S : in by a 
Yt) ) fee Dag, Ce lee 5 ered al 
4 . . 3 Ps SE - zt $ er : ges aes 7 Bh ase oe * ‘ee a “a 9 . tng - a zy “ Pe >, ee = 
‘ | > ae eS a ees), ii EE toe e ioe — . 2 Ba ~s oo eo % Pt: 
) a —- ~ os ne oa Te ae a «cee ee eee % ee — 7 a, Pc: ae Bie 
ate a f $ ee - eS ee Ne oe? j Ke oe Hotes ey ; 4 vty fe 1» a 
y : r - f ad he > 4 Hes ected ‘¢ OR me alee a! P <% f a a ae Sai re ¥ 4 . ; ie 4 a 
| jj ia he Po, + a a a Hes rit he oo ‘. Bes tee se ; j Rad Se gt oe ee 3 an 
-) se a at) ih © Be i fa. aa Dae a ce” % # a a 4 eS ai wet ’ ioe ri ies 4 
Rh ‘ RS ‘ Be ME Se | * . Sa SS 7s : Pst mee Ba 
A iO ee ee Re i te ae | | 
' Se . * x oi te” a Be igs: an a ae vie Typ Se Neer aa * = ‘% ¥ 3 a by . ‘ 
‘ ‘ ~ ss ee 2 a i ‘i MS / ee re ee ve. . e oe SD ee ae 
aa eas + ae : ois. Prorays se te ae rs ee a 5 es am ** — ' 
= * | a = % ine Sear an, ae ie 3 | ee ae . ge de +e: ody mee iM ae £ , oo <a ‘ A Py 
TB. ape Se es S Pot ee ee Th : 
‘ * - wie oo a Seer ee qo . ee ;: ee ea ee aoe : 
ee lS Oe eR A Ae Oe 64 
4 ere pe 4 ae Wp” “ta 3m a. eb Pa | ae ale rf BT. ee we oe eee ” * > + y 4 : 
¥ eS . * ee ade ae Sees ae coe ee re eee , i bh a 
~ as i Sah 2 ee 5 kl leg, Oe ay e SR: Seal Ee ocee ce Oem, Vie Bes ao & ? 
. *« = * : " wig bb snl > a : ¥ L ‘s ge Sos eo ee ; eee | Ghee oe “) 2 a d i ; 
“ ; pee. j = + . te Ei Fe “ae we a glen = 3 4 : . %% 
ol } ee 2 ogee . *% es exer * ad fa - r “$e © fA Al y tal Z . a mm i. # & a ae ; * \ re ea b 
1elped se ¥ e ie es, ie oe iS Pe Tee Ota beans 8 a’ aaun aes ‘s": fa, Pee ey 4 —_ mm ve Bn Th a < ” 
Bren- ie eas ies S fe 34 en Oe : ey eo Siw 4 ae EE, i i ' 4 ¥ r ~ i » Bea 1 a | ee ee al 7 : oy “ i 5 o 5 if 53 : \ atk 7) 
Re oe s, Soe ¥ ae. “fy : a. ‘ } sete ~T a . , “* s ae ay $6 223 a a ; 4 se e ye ‘ —_ 
C S a beatae Go: 7, _ ue : mong ss gq ee 9 - Lf ae a ” wy 2 ; 33 BY ee 3 ~ ? # — an 
. . an? ¥ * Di sll oe > ~ a. ~ vee meheemeediin . Pl) * 4 . Pogson a a - . Ht 
Ken . * wt ‘ Sy ee We Be ‘ Be ie: - witeanans &  - 1 : we, oun 
en- eg ‘ Pg a sa "geet Ton pe en ye Y : : ae) Bs A . 
s ‘i ay A be. cee sis xigen . —_— uae { 3 paseo ; Pe tad io 
Time, Tales " ipa aay mma ; ; r 3 Wie 
‘ 5 “a - “ aii rs ~ niet Ey # a 
News; : a es gp x ore wg " — ee a mot — nities $4. iia . 
, _ 4 . ee ee a See i gl secant ae "het ll : ‘ 
Beld- a 4 gis ns eit ili ti: i aaa ™ ——— in oe al ee " ’ 
wa As ae { . : — eRe : en. a "ad ill er a. - _ 
) U be 4 5 - : 4 ? ig: ‘ « : 
id ar- b, | sit _ alias. 0 i : _s i ~ eglas 
ty of a se aa 
r st- 3 e 4 e zz : 
ing « i 3 ss 
1a . . : 5 4 
ee is Bee. a 
an, a 7 
ee 
" a . cd 
vee 
| 
ee | 
| \ 
| ee 
) | 7 Pe 
a . 
; noe 
y : %. 4 P| 
yr ow 7 
| > \ ea 
; i AS . 
’ ; , 2 
‘ ere » : r " <_< - \ - =. i h ne 4 h " : 
AW ae .. = of fue 


50 


r Story On Film 


The illusion of intimate reality is constantly 
maintained on film. Many successful market- 
ing men have been utilizing the power of in- 
formative movies for some time—and the Armed 
Forces have further proven this medium for 
implanting knowledge to be a faster, surer 
method. 


Informative movies provide constructive data, 
assure continued utility of your product, and 
promote greater customer satisfaction. 


We are proficient in the making of 
special films that tell your story, easily 
£°-~ and quickly. Let us know your prob- 
|; 4 en lem. 


207 W. JACKSON BLVD, - CHICAGO 6G, ILL. 
Division of SOUNDIES DISTRIBUTING CORP. OF AMERICA, INC. 
Eastern Office: 2832 Decatur Ave., Bronx, N. Y.—FOrdham 7-9300 


CHECK YOUR. CLASS, HERE 


bs TYRO. DIVISION | Oo 
HCIAL 50 FT. TARGET re 
Bsns RIFLE AS nemo” TYRO. DIVISION 8 . 
w STON, D.C nen «ae bes, 
i f 
LE MATCH tion o 
D NATIONAL RIF aan target re- 
OPEN a yon TO 729 BOYLSTON ST. BO ; ceived from 


(RETURN THIS T! 


reader and 
contestant 
Ted Perkins, 
16, of 1313 
Woodstock 
Avenue, 
Anniston, 
Alabama, 
winner, 
expert 
individual 
class. 


El 


THE OPEN ROAD 
Yational 
RIFLE MATCH 


In 1933 The Open Road for 
BOYS held its first annual Na- 
tional Rifle Match, the first maga- 
zine to ever sponsor such an 
event. It attracted 11,000 entries. 

This year our 13th annual 
Match is being held. Since 1933 
eighty thousand boys have entered 
these Matches. That means thou- 
sands of rifles—millions of car- 
tridges—sold through Open Road for Boys! 

When Open Road excites a boy's interest, things begin to happen. 

These Open Road for BOYS advertisers are co-operating to make these 
Matches a success. They're selling a great market today and making 
sure of it tomorrow: 
Harrington & Richardson Arms Co. 
Lymon Gun Sight Corp. 


Marlin Fireorms Co 
O. F. Mossberg & Sons, Inc. 


Olin Industries, Inc. 
Western Cartridge Division 
Winchester Repeating Arms Division 
Remington Arms Co., Inc. 
Savege Arms Corp. 
This is but one of the features that make Open Road for BOYS 
> ’ 


, 
the magazine thal gels action. 


275,000 ABC—Member The Youth Group 


THE OPEN ROAD PUBLISHING CO. 
729 BOYLSTON STREET, BOSTON 16, MASS. 
Chicago 


New York San Francisco 


New Unit Works Out; 
Liaison Men Added to 
Company Branches 


By JOHN B. MILLER 


Chicago, May 3.—Having worked 
out well under wartime condi- 
tions, International Harvester 
Company’s consumer relations de- 
partment is being expanded to 
handle increased advertising, mar- 
ket research, dealer merchandis- 
ing, training and other services. 

Establishment of the depart- 
ment, with advertising as one of 
several divisions, attracted wide- 
spread interest when it was re- 
vealed a year and a half ago (AA, 
Sept. 20, ’43). The management 
has been well pleased with its 
functioning since then. Miscel- 
laneous problems, which formerly 
were dumped on the advertising 
department as a catch-all, now 
go to the right section—and get 
prompt action. 


To Increase Personnel 


The department’s personnel, 152 
employes, will be increased when 
lifting of employment ceilings 


Harvester Expands Its 
Consumer Relations Setup 


make this possible, A. C. Seyfarth, 
manager, told ADVERTISING AGE 
this week. All sections except war 
products service, concerned with 
servicing and providing informa- 
tion and instruction on Harvester 
products delivered to the armed 
forces, will share in the expansion. 
The wartime service is being 
washed out gradually, although it 
may of necessity be retained, in 
reduced volume, for several years. 

As further proof of the worth of 
an over-all “consumer relations” 
operation, the big Chicago farm 
implement and truck manufac- 
turer has appointed supervisors of 
consumer relations in about 20 of 
its more than 100 branches, to act 
as liaison between these branches 
and the head department. Several 


of these, selected especially for the 


work, are ex-servicemen return- 
ing to their former employer. 


One Section Moved Out 


Of the nine sections included in 
the original department setup, 


only the “Canadian and export’ 


has been moved out bodily. H. C. 
Ray, former supervisor of this op- 
eration, now is manager of the 
consumer relations department for 
International Company of Canada 
Ltd., with headquarters at Hamil- 
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INTERNATIONAL HARVESTER 


SERVING THE FARMER—In war or 
peace, International Harvester Co, 
serves the farmer, the firm points out 
in this current institutional copy ap. 
pearing in about 175 metropolitan 
papers throughout the country. 


ton, Ont. Russell T. Kelley Ltd, 
is the canadian agency in charge 
of Harvester’s advertising there. 
W. O. Maxwell, formerly ip 
charge of office management in 
the department here, now is man- 
ager for merchandising services 
foreign operations, with offices in 
Harvester’s Michigan Ave. build- 
ing. 

Two assistant managers now aid 
Mr. Seyfarth, C. E. Johnson, wh 
was with the department when it 
was organized, and M. F. Peckels, 
former Harvester branch manager 
at Fort Wayne, Ind., and St. Louis, 
and later national account truck 
manager. 


Hold Meetings Weekly 


Remaining sections include ad- 
vertising, farm practice research 
market analysis and consumer re- 
search, dealer merchandising, pro- 
duction, education and 
parts catalogs and _instructio: 
manuals, and the war _ products 
service, 
ervisors, who convene with the 


manager and his assistants each 
Monday morning to discuss cur- 
rent problems and map the work 


ahead. Some of the _ problems 


may come from one or all of the 
IH divisions—motor truck, indus- 


trial power, farm tractor, farm 
implement, fiber and twine, steel 
and refrigeration. 

While war products accounted 
last year for 52.5% of Interna- 


tional Harvester’s total sales, the 


company nevertheless kept in 
contact with regular customers 
The 1944 volume jumped to $640,- 


000,000 from $459,000,000 in the 
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year, a record high. 
ll categories of sales con- 
hut to the increase, the larg- 
single factor was an increase 
oximately $100,000,000 in 
<ale regular customers as a re- 
mult stepped-up government 
jotas for production of vitally- 
, equipment on the home 
it. Production of regular prod- 
exceeded the volume of Har- 
er’s prewar average. 


previous 


Service Parts Important 


Sales of war products amounted 
$370,000,000, non-war products 


369,000,000. Sales of service parts 


Sv mEOE OF LER EEE 
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PROMISING LEADERSHIP — Postwar 

contour farming can count on help 

from the Farmall tractor and Interna- 

tional Harvester Co., prospects will be 

told in this national magazine and farm 

publication copy, scheduled to appear 
later this spring. 


for the year exceeded $121,000,000, 
ncluding parts for both regular 
and war products. 

While the manpower shortage 
as held part 
relations department’s work to the 
sor ining stage, 

ection, supervised by W. L. Nina- | 
puc k, 


nd war support ads. A tentative 


idget considerably larger than 
1944’s has been set up for the cur- 
rent vas 


Schedules, trimmed at the start 


of the war, are being expanded in 


magazines and other media. On 
the regular list are Atlantic} 
Monthly, Business Week, Collier’s, | 
Forbes, Fortune, Life, Nation’s 
Business, Newsweek, The Saturday 
Evening Post, Time and United} 


sectional and 
ations. 


Supports Bond Drive 


state farm 


es of public relations ads in 
opolitan newspapers, 
nd 600-line copy scheduled 
about 175 papers in major cities, 
luding all company - owned 
ran and plant cities. 
vune copy in both magazine 
ewspaper ads ties in with the 7th 
‘Loan drive. 
paper 
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susiness 


space 


i 


‘OLLINS, MILLER & 
‘UTCHINGS 


HOTO-ENGRAVERS 


‘07 North Mithigan Avenue 
Chicago 1, Hlinois 


will be much enlarged this year, 
with both motor truck and indus- 
trial power divisions benefiting 
from expanded schedules. The 
company has employed spot radio 
during the past year, at one time 
using 175 stations, but has dropped 


radio temporarily while still 
studying its possibilities. It is 
doing very little in outdoor ad- 
vertising. 

The advertising section main- 
tains close contact with MHar- 
| vester’s agency, Aubrey, Moore & 
Wallace, on all national adver- 
tising, 


Uses Three-Man Teams 


The production section, headed 
by H. C. Wright, prepares and 


| prints all of the company’s many 
| catalogs, 


direct mail and product 
| house organs, directs production 
| of movies and slide films, and op- 


preparing catalogs, which are de- 
signed not only to sell the pros- 
pect but as a source of informa- 
tion for the company’s huge sales 
and dealer organization, the sec- 
tion has adopted a policy of using 
three-man teams—a trained engi- 
neer, a writer well versed in the 
particular line, and a sales promo- 
tion man who adds the ammuni- 


tion. Wartime manpower short- 
ages and ceilings stand in the way 


of full application of this policy 
at present. 

The section issues catalogs and 
other printed matter on current 
products for use of the branch and 
dealer organization, but is doing 
little in the direct mail field now, 
except for the dairy line which 
government officials want pushed 


to increase milk production and 
save manpower on the _ farm. 
Training films are being given 


|nearer normal civilian production. 


The production section also main- 
tains three “contact men,” similar 
to those of an advertising agency, 
to work with the motor truck and 
industrial power divisions, and the 
general line sales department. 


Readies Research Projects 


The market analysis 
sumer research section, 
by J. M. Strasser, has a 
of projects lined up and ready to 
go, but because of a limited 
must screen out the most 
tant ones for action now. 
pects to do more consumer 
tioning in the future, with 
work being counted on heavily to 
disclose farm equipment needs. 

This section is charged with re- 
search on new products and new 
lines, including the likely market 
and demand, distribution problems 


and con- 


impor- 
It ex- 
ques- 


supervised | 
number | 


staff | 


| tivities 


field | 


51 
ments. It has added farm re- 
frigeration to three other major 
company divisions, farm equip- 
ment, motor trucks and industrial 
equipment, with a man assigned 


to each of these studies. Its main 
assistance goes to the sales depart- 


| ment. 


Dealer Help Planned 


Among other departmental sec- 
tions, dealer merchandising, head- 
ed by R. S. Williams, is getting set 
for intensive sales promotion ac- 
as soon it gets the go- 
ahead. In normal times, it will 
have charge of direct mail lists 
and mailings, motion picture dis- 
tribution, state fairs, exhibits and 
other shows, and demonstrations. 

Harvester has just resumed pub- 
lication of “Tractor Farming,” 
with 1,200,000 copies to go out to 
customers and prospects, after a 


of the consumer | 
the advertising | 


has maintained a consistent | 
national campaign of institutional | 


News, and all leading na-| 


| 
vester currently is running a 


with | 


May- | 
and | 


probably | 


WwW. T. P. 


Pres. pers. plane mfr. 


a its own art department. In|muchemphasis as Harvester moves|and after-sale service require-| war-enforced lull. 
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aviation corp, 


Pictured are just a few of the 10,000 weekly sub- 


scribers to Aviation News. 


They represent the 


men who shape the future of U.S. and world 
aviation. They’re aircraft manufacturing heads, 
key aeronautical men of the government and the 


air forces, airline executives, 


and the men who 


are building tomorrow’s aviation distribution 


framework. 


Part of their every-Monday- -morning routine 
is reading Aviation News, which brings them a 
swift, accurate and compact appraisal of what’s 


happening in 


“OVER ALL THE BASES WITH 


aviation today, what's likely to 


happen tomorrow. 


Be sure these men will give attentive ear to 


your story in Aviation News. 


As they direct and 


do aviation’s buying they must be kept fully in- 
« g « « 


formed on new aviation products and services 


as well as news. 


Want details? Request your copy of “10,000 
Key Men who shape the course of Aviation.” 
Write Aeronautical Division, McGraw-Hill Pub- 


lishing Co., Inc., 330 West 
York 18, New York. 


Poin) 


g4t17007- © go/a 9 /4 
Avtiation's only weekly 


. AVIATION 


NEWS + AVIATION * AIR 


42nd Street, 


New 
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advertist 
' . gram enabling servicemen to look] unit of 1,000 men or less. Drawing| course in merchandising : 
Sternberg Leaves Agency Arm Readies | into everything from advertising to|on the qualified instructors within | operative marketing.  T) oe rmy: 
H. Sumner Sternberg, account | | psychology on government time. the unit, the Army expects to give|chandising course discusse ye hat 
executive on Parfum L’Orle, Inc., | Until now, education has been|on-the-job vocational training and] store operation, store orga ‘o ure : 
New York, for L. H. Hartman| strictly an extra-curricular activ-|supervised general courses at this| price fixing and salesma) jovermen 
Company, New York, has resigned. | ost = ay | ity in the armed forces, with more} level. “Army university study While fighting contin: the Adet 
SS eae | than 1,000,000 servicemen at home —. —e schools, and ci-}| Army is not discussing its VF just he 
and abroad taking the correspon-|vilian colleges and _ universities} Day plans, but enough has coun 4 
Heads Heppenstall Sales dence courses offered by the U. S.| will be utilized for other phases paid told about the study gy vant i 
. Lee A. Daines, since 1927 dis-| Uj y rogram Armed Forces Institute and par-|of the program. to give a picture of what pr tel 9 
%, trict manager in Chicago for Hep- | ticipating in locally-organized Where the interest exists, the| gram will do. ere’ j 
Xen penstall Company, Pittsburgh, has * classes. “unit schools” will give merchan- The “unit schools,” whe oe om a 
‘ been elected vice-president and Ad, Marketing As the fighting ends in Europe,|dising and advertising courses,|of the soldiers will study, | ‘ 1d he 
*, general manager of sales. c toB | however, education will move into|drawing for textural material on|directed by specially traine: eq a 
, ourses TO be |the work day, and soldiers will|the education manuals already in|cational officers selected t 7 te 
a . Offered Gl Joes have the opportunity of a wide]|use by the Armed Forces Institute.| best qualified men in the yp; aad m 
eu variety of courses in the bracket For the advertising correspond-| Business courses will extend ; ae W 
SOLD! SOLID! « SOLD! SOUND! from sixth grade to second-year|ence course, the institute is using|such subjects as general retoilinf mary 
| Washington, May 3. — When | college in vocational, liberal arts}a textbook by Edward J. Rowse,| store operation, wholesalin, ye & 
$$ TEVEN | | German resistance has been beaten | and pre-professional fields. Liter-|supervisor of merchandising in- finance and insurance —_ « "and , 
down, and American troops are| ary training will also be included. | struction, and Louis J. Fish, direc-| “{niversity study center” . + the qu 
awaiting further orders in the Eu-| parts of the duty day now de-|tor of commercial education, Bos- ae eer 2 cee gs, ter 
ropean theater of operations, the! ,, oes: 5 sas : age grin oF _|be set up to provide cou onfgefrective 
es 3 : a voted strictly to military training} ton public schools. As an institute the colle level in. iher: nded r 
information and education division | wi] be utilized for the instruction, | course, the textbook is accompanied | “2© Couese fevel in lbera’ arts oes 
J of the Army Service Forces will) put troops will have a free choice|by a work book, which serves as a ree gh eng >pecial cre on 
operate a large-scale study pro-/to participate in organized pro-|study guide. a ewere ew Ge wees SCTRNG ; 
grams of education or recreation. The advertising course, which is for these advanced schools. A lim- 
In many cases it is expected that| considered to be of college or uni-| ited quota of qualified men ma 
the choice will be influenced by|versity rating, takes up funda-|@ttend European civilian colleg hat it 
the individual’s postwar plans and|mentals of advertising; preparing |@"d universities in the theaters j; rofit to 
ambitions. copy and developing campaigns,| Which they are located. “But t 
The study program provides two | individual advertising and adver-| Full scope of the program will qyertis 
types of schools beginning with the|tising media. The Armed Forces|rest, of course, on the ultimate use m 
“unit school” for each battalion or | Institute also offers a college-level| plans for the regrouping of the, adver 
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— Abee come CROWDS OF CUSTOMERS 
| fc OWE MILLION FAMILIES / 


Folks turn first to - 


URPRISINGLY few people have any con- 
ception of the size and importance of 
the Catholic market. 


But those national advertisers who have 
tested it have found proof conclusive that 
it offers unlimited possibilities. 


And, through the pages of Our Sunday 
Visitor-Register Unit, they have obtained 
results that, per dollar spent, rank at th> 
top or near the top of their lists. 


These people make up large percentage 
of the total populations of many states. Fo 
example: 

25.6% of the population of New York 
25.9° of the population of Illinois 
30.8% of the population of New Jersey 
24.8° of the population of Pennsylvania 
26.4°. of the population of Wisconsin 

. IS CATHOLI( 


These facts have been proven time and The figures on any of the other states i! En 
time again through keyed copy and through which you may be interested are avail ca 
impartial surveys. able on request. bu 

NEW ORLEANS a IN THE United States, there are 97 More than a million families—about 25° “ 
7 different religious denominatiens with a of this Catholic population—is reache 
EPARTMENT OF LOYOLA UNIVERS! ta 


THE GREATEST SELLING POWER 
IN THE SOUTH'S GREATEST CITY 


50,000 Watts * 


Clear Channel 


* CBS Affiliate 


total membership of 59,312,130. 
23,419,701 of this number 
are members of the 

Church. 


39.5 per cent 


Roman Catholic 


through the pages of Our Sunday Visitor 
Register Unit. 


And the minimilline rate is the 
lowest of all publications in the U. S. 


secon 


OUR SUNDAY VISITOR -REGISTER UNIT cps 


400 N 
Represented Nationally by The Katz Agency, Inc. 4 
ADVERTISING 30 NORTH DEARBORN ST., CHICAGO 2, ILL A 
REPRESENTATIVE Cc. D. BERTOLET & co., Inc. ROOM 803, 110 EAST 42nd ST., NEW YORK 17, © 
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It has been emphasized 


rm} 
in the study 


hat irollment 
urst 


ovement of troops. 
the Adequate Staff Available 
V-EM just how many soldiers would 
lyMvant to take an advertising course 
Sramf/@ erseas and where it would be 
pr ferei are not presently known, 
ut officials point out that plenty 
( ¢ experienced advertising men 
| bell ould be available to do the teach- | 


textbook for the course, 
mentals of Advertising,” 
egins With the statement: “The 
yimary reason for the existence 
¥ advertising is that manufactur- 
rs and retailers have found it to 
ye the quickest, cheapest and most 
fective aid to selling that ex- 
ended research has been able to 
iscover. 


no 
1g. 
The 
‘Funa 


S( ve “Advertising is accepted as a 
A lin ecessary part of modern _busi- 
ess,’ the book says. “Rightly di- 
len may, : : settee 
colleg ected and prepared, it has proved 
, 8 MBnat it can return a handsome 
ene rofit to the advertiser. 
“But the old adage, ‘It Pays to 
‘am will dvertise,, must be modified be- 
ultimatei.use money can be squandered 
, Of the, advertising as rapidly and as 
———Mompletely as any other field of 


Nt 


ndeavor. Unwise advertising can 
esult in nothing but loss and is 
ften a complete waste of money. 
Intensive training, knowledge of 
uman nature, appreciation of 
rtistic values, familiarity with the 
ols of advertising, and wide ex- 
erience are necessary to success- 
ful advertising.” 
The book covers mail order cam- 
igns, retail store advertising, 
ies letters, advertising media, 
jetermining consumer demand, 
nd many other aspects of adver- 
tising. 
work book” which asks the stu- 
lent such questions as: 
ive ways in which the trademark 
helps the consumer”; ‘“‘Name seven 
mmonly used methods of repro- 
jucing illustrations’; “Name 
rder of circulation the five morn- 


ing newspapers with largest circu- | 


Jation in the United States’’; ““Name 
five national advertisers each of 

om spends more than $2,000,000 
nually in newspaper advertis- 
ng’; “Name 10 sources of names 
from which a gooa mailing list 
may be obtained”; “State five 
equisites of a good radio program.” 


Flower to Aid McCabe 
Henry C. Flower Jr., vice-presi- 
lent and director of J. Walter 

Thompson Company, New York, 


as been granted a leave of ab-| 


ence to join the Office of the 
Army-Navy Liquidation Commis- 
ner as an assistant to Commis- 
ner 
vnose 
e Scott Paper Company, Chester, 
'a. The recently created Army- 
‘avy organization will dispose of 
overseas military surpluses. 


PRINTING 


7 AITHORN service is 


~/ complete—Ad-Setting, 
En ‘ving and Printing. You 
fa" “se one or all as required, 
bur all are here ready to serve 
; Experience proves that 
th 


is Often a distinct advan- 
n having your typography 
where you can get engrav- 
and press proofs in any 
44 outy. Phone Whitehall 2300. 


A 


‘thorn Corporation 


“Ti 


’ 


SC N. Rush St., Chicago 11, Illinois 
“A nplete Day and Night Service for 
y rusers and Advertising Agencies 


will not interfere with the | 


It is accompanied by a} 


“State | 


in | 


Thomas Bayard McCabe, | 
civilian post is president of | 


To Revive Club 


Plans are under way in Los 
Angeles to revive the Junior Ad 
Club, whose activities have been 
; dormant during the war but which 
may start functioning soon be- 
cause of the return of members 
|from war theaters. 


incabimmmmaaio 
‘Barron’s’ Appoints 

Ernest Regel, member of the na- 
| tional advertising staff of Barron’s 
| Weekly, New York, has been ap- 
| pointed advertising manager. 


| 


Mobile Units to 
Be Used by DeVry 
for Sales Work 


Chicago, May 3.—Potential cus- 
tomers of DeVry motion picture 
sound equipment won’t have to go 
anywhere to look at the equip- 
ment postwar. Instead, DeVry 
Corporation will bring it to them 
with the aid of trailer-housed 
demonstrating units, thus adding 
mobility to the, audio-visual ap- 


peal which DeVry has 
stressed. 


Units to Go Anywhere 


The DeVry units will be com- 
pletely equipped to give on-the- 
ground demonstrations anywhere 
in the country of equipment rang- 
ing from heavy duty professional 
theater projectors to 35 mm and 16 
mm motion picture cameras, as 
well as a representative library 
of educational and entertainment 
films. The units will be powered 
with a 3,000-watt portable genera- 


always | 


53 


modations for three persons. 

DeVry believes that users of its 
equipment, as well as itself, can 
make effective use of the complete 
mobility provided by such units, 
and expects all types of manufac- 
turers, educational institutions and 
others to make use of similar mo- 
bile audio-visual units after the 
war. 

Similar units, built at DeVry’s 
direction, are already in use by the 
major political parties, the, Univer- 
sity of Idaho, the Russian army, 
and a number of foreign govern- 


tor, and will provide living accom- | ments. 


hy 


famous “the right is more precious than peace”, as a 
part of America’s declaration of war in the Spring of 1917, 
there mushroomed out of the cornfields in northeast Detroit 


a sprawling factory building designed to fashion gun mounts 


for the old French 75”. 


Under the mighty driving power of John and Horace 


Dodge car, this building became one of the symbols of 
America’s armed might, as has Willow Run in World War II. 


There were army efficiency experts then as now. ‘Tour- 
ing the plant one day with John Dodge, the army man came 
across hundreds of kegs of bolts. Picking up a bolt, and 
studying it with an appraising eye, the officer ventured: “I 
believe Mr. Dodge, that with a little different machining on this 


| on that one, these bolts only cost us a sixteenth of a cent.” 


Yes, the Dodges knew their nuts and bolts. No detail 
| in the huge Dodge organization was too trivial to escape their 
| P — ° . . 
| notice. They lived in the shop .. . they knew its thousands 


of machines, they cared for the men who tended them. They 


ary oe <2, J tae 


aoe 


FEW short weeks after President Wilson had uttered his 


Dodge, who only three short years before had launched the 


bolt, we could save at least an eighth of a cent in production.” 
“My boy,” said Dodge, “you'd certainly have to go like hell 


UTS « 


4 


seme 


«BO 


were tireless. fearless. made of the 


i 


raw, rough, 


tough fiber of human kind. 


The Free Press printed the first Dodge motor 
car newspaper advertisement. It told the story of 
the Dodge work in World War I... of the ex- 
ploits and the driving genius of the two brothers, 
who were part of that race of dynamic men who 
made Detroit great. For 114 years The Detroit 
Free Press has been an intimate, integral part 
of Detroit . . . respected by its citizens, and read 
with ever growing interest, developed under the 


guiding hand of a new management. 


Che Detroit Free Press 
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Helping Shape the Earth 
to Suit Free People 


Peoria is the center of earth-moving equipment manu- 
facture—equipment vitally needed to help smooth the 
road to Victory. After the war, Peoria’s earth-moving 
equipment will be called on to reshape the face of a 
battle-scarred world. 


Peorians Have 
the WMBD Habit! 


Not just the city of 
Peoria, but the entire 
PEORIAREA of over 
600,000 population is 
dominated by WMBD. 
as proved by Hooper 
and Conlan listener 
surveys. WMBD is far 
out in front with a 
coverage “tune in” of 
56.3% (Conlan, 1944). 
WMBD’s audience in 
PEORIAREA is great- 
| er than all other sta- 
| tions combined! 


| 


BD 


Member CBS 


NOW and LATER, ‘Peoria’s 
prosperity is assured. You can 
depend on Peoriarea’s potent 
buying population of 600,000 to 
continue supplying the material 
from which sales records are 
made. 


You can capture PEORTAREA 
through one station... WMBD! 
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National Representatives 


PEORIAREA 
Pop.614,200 


CATALOG COVERS and BINDERS 
—good ones—can be had from 
Beaverite—but not yesterday. 
From 2 to 6 months is the general 
rule—and that's good. 


Imagine what the rush will be like when the 
green light goes on...isn't it common sense 


to do something now about the catalogs 


and binders you know you're going to need 


in a few months? 


Tell us your requirements and let's get started—we ll 
help all we can with samples and prices—and we'll 
tell you what we can do fer you on delivery. 


-BEAVERITE PRODUCTS, INC 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


"oducts 


FREE & PETERS, INC. 


War fo Strengthen 
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Co-op Movement in 
European States 


| tries will be relied upon to serve | 
as a channel for distribution of | 
supplies for relief of the starving | 
populations. 

Paul Ramadier, appointed 
French minister of supply by Gen- | 
jeral De Gaulle last November, 
prewar member of the board of 
the International Cooperative Al- 
liance, can be counted on to sup- 
port co-ops. Last fall the French 
|Cabinet decided that all ground 
| which is fallow or insufficiently 
|cultivated, in addition to that 
j|taken from leaders of the Vichy 
regime, will be granted to coopera- 
tive societies on request. 
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Liberated Areas 
Already Show How 
Pattern Will Emerge 


New York, May 1. — Reports| Italians Active 
from liberated countries in Europe; [In Italy, Enrico Dugoni, long- 
are still too sketchy to provide | time leader of the co-op movement, 
specific information on the extent| is a member of the Italian parlia- 
of cooperatives’ survival, Ernest| ment for the Socialist party, and 
Angel, director of publicity for the|is now in charge of the central 
Freedom Fund for Cooperative Re- | Italian co-operative office which is 
construction of the Cooperative | striving to unite the whole move- 
League of the USA, told ADvERTIS-| ment. Mr. Dugoni, in a _ recent 
ING AGE. ; interview told how 15,000 coopera- 

However, he pointed to state-|tives with a capital of more than 
ments from official government] three and a half billion liras were 
sources in Europe to indicate a|forced to join a fascist central 
definite trend towards acceptance | organization which, after the fall 
and expansion of the cooperative | of the fascist regime, took all cash 


Advertising Age, Ma rtisiny 
property in their esca) 
north. 

Mr. Dugoni said that 
national co-op organiz:; 
being organized is doon 
financial assistance is 
from abroad. The OW] 
logical Warfare Board 
has reported that “the 
the cooperative movemen 
cily) will be a major 
breaking up the black 
which now exists on p 
all types of food.” 


Co-ops in Yugoslayi» 
In Belgrade, Yugoslav 
Tito announced in a radi 
on March 9 that “particul 
tion will be paid to the cox 
movement which will play 
portant part in the reconstructs’: 
of the country.” U.S. cooperatomm< 
have received “reliable report 
that the Central Provisiona! Go, 
ernment of Yugoslavia has sent 
circular to authorities of al! fede: 
units asking them to prepare { 
the creation of all kinds of ¢ 
operatives, and that organizati 
and revival of co-ops has bea 
begun. 
A unit 
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movement, which in some coun-| capital and much of the tangible} UNRRA, working under the direqmion of D 
iltant on 
'NRRA d 
mation, 1S 
lavia, Mr 
Y, y Plan 
YM 4 The prc 
land in 
Point of Purch ae i 
oint of Purchase Be... 
eaiea In 
Onubka 
D | S D [ A y S perativ 
e of thi 
i ‘S | 7 f our sta 
with “Spectacular’ appeal!®-: «: 
evaien 
pects.” 
Your dealers and distributors are going tom note 


need a lot 


chase displays to meet and beat compe- 


of new, colorful point-of-pur-HB yew al 


*,¢ . ‘In Czecl 

tition in the postwar world. Let's start agrict 

talking about these Lackrer signs now. ergy 
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The gove! 

Although you're probably busy with Worlw®«! Lape 
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work at present (we ourselves are makingM; 3) \, 

gun cameras and air speed indicators form un exte 

the Army Air Forces), we really ought to Other 

get together “after hours” and start plan-@ Hungar 

‘ ae a ° ig prom 

ning for the future. Designing new sig BB borecen 

and displays. Working out details of dis: agrari 

tribution. Getting ready for tough, Peace- naan 

time competition. ndless p 
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Sit down now and write us. If you're busy, MBpark are 

use the coupon. Pendle 
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i Interior Model $51. Single face, illuminated dial pe Be 
: ; ellen by white neon tubes. ‘Bulova Watches"’ 3” fivor- . 
ss : escent ruby red neon. 1east 

: = 2. Outdoor Model. Double face projecting. Neon copy. Senegal: 

7 ; Porcelain enamel faces. All steel ‘weather-tite’; ere, pre 

. } CROSLEY |. . a underwriters label. lrald to 

: — od gle ; “ee 3. Indoor Special Type. Marlite face, aluminum € count 

bs a moulding decorations. Dealer's name in red neon. nic sy 

““GRUEN WATCHES" power green neon. Self-s!crt- The =f 
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~~ LACKNE 


| Lackner Bldg, Cincinnati 14, 0., ies: Cheage = 


ing movement. 


4, Special indoor Model, die-formed steel cabinet, 
lacquer finish, fluted chrome moulding. Copy ‘vor- 
escent power green neon. Consumes only 75 wotls 


per hour. 
5, Indoor Model. Patented. Neon edge-lite type with 
carved glass message. Streamlined steel co) i"*!- 
6. Outdoor Model. Porcelain enamel double face »'o- 
jecting type with rose-colored fluorescent neor |«! 
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‘S sent HkupPORTING 7TH—Felt & Tarrant 
| Leder@iiiig, Co., Chicago, seeks a slogan for 
Dare {@bhe 7th War Loan in this magazine 
> Of cdlond appeal which eliminates product 
\DIZALOMM opy entirely. The ad is prepared and 
las bee signed by N. W. Ayer & Son. 


n of Dr. Lincoln Clark, con- 
yltant on cooperatives with the 
'NRRA division of public infor- 
ation, is now on its way to Yugo- 
lavia, Mr. Angel revealed. 


Plan All-Poland Board 


The provisional government of | 
mand in Lublin is very sympa- | 
tic to the cooperative move- 
ment, Mr. Angel said, and, as fo 
ealed in a statement iby Premier | 
Osubka-Morawska, “regards the | 
perative movement as the main | 
e of the economic development 
four state, as well as one of the | 
ans of putting an end to the 
evalent black market in all its | 
pects.’ At a meeting March 4 
n Warsaw of the Central Council | 
{ the Cooperative Union “Spolem,” | 
»f-pur- new all-Poland board was set 
ompe-iy? : | 
In Czechoslovakia, where the co- | 
agricultural movement was | 
now. mpompletely destroyed, prcernens 
upport of co-ops will be great. 

The government plans to channel 

h Worgelie! and rehabilitation supplies | 
rough cooperatives in rural areas 


naking ind in urban areas to the maxi- 


ors for im extent possible. 
ight to Other Movements Obscure 
plan Hungarian cooperatives are be- 
rl ig promoted by the anti-Nazi | 
9" MD brecen 7 t as t of | 
7 government as part of) 
of dis- Ms agrarian reform program. All| 
Peace-MEEetes over 200 acres are being | 
xpropriated for the benefit of the | 
ndless peasants, and cooperatives | 
eing formed. 
Cooperative conditions in Den- 
> busy, Mimark are obscure, Mr. Angel said, | 
is much known about Holland, ; 
where before the war about 10% 
is ‘the population was in consum- 
Pistol cooperatives. Nazis have not, 
t least until recently, radically 
copy. nterfered with co-op activities 
tite’; here, probably because they were 
lraid to disintegrate completely 
minum he country’s already shaken eco- 
peer nic system. 
= The structure of the Belgian 
— vement remains almost com- 
td etely intact, and the Belgian 
atts operative Union (S.G.C.), | 
tak for more than 300,000 | 
sy erative families, has submit- | 
° mand to the Belgian gov- 
~ in Brussels that the gov- 


BSc! the Booming | 
" Hod Coal! Keg ion! 


: 


ernment officially 
cooperative movement as the main 
|agency for determining prices and 
building up a fair rationing system, 
on the basis that cooperation alone 
has stood out against gross black 
market practices in the past. 


Newspapers Suspend 

The Hudson Daily Star and 
Evening Register, Hudson, N. Y., 
have suspended publication until 
further notice. Newsprint restric- 
tions and labor shortages were 


given as reasons for the suspen- | 


sion. 


accept the | 


with Mrs. Edward T. Logan, 
Ads Salute Boston widow of the World War I ey 
a . |cutting the ribbons for the North- 

as Air Terminal . as th 
; _ |off on their respective flights to 
Boston, May 2.—Major advertis-|New York City and the West 
ers were boosting Boston as an| Coast. The TWA planes will ply 
air terminal in all their newspa-|between Boston and San Fran- 
per copy this week, as the city ob-/| cisco, providing three trips a day | 
served “Aviation Week,” high- | coast- to-coast service. Mrs. George 
lighted by the opening of three|S. Patton Jr., 
new routes here yesterday. |Army general, christened the 
Northeast Airlines and Trans-|Mainliner that inaugurated United 
continental & Western Air, Inc.,| Air Lines’ direct coast-to-coast 
held joint inaugural ceremonies | service from Boston later in the 

at the Logan International airport | day. 


|east and TWA planes as they took | 


wife of the 3rd/| 
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Dinners, meetings, a Coast 
Guard helicopter flight and air 
demonstrations are taking place 
every day this week. 


McCormick to Russell 

Paul C. McCormick, formerly 
account executive with McCann- 
Erickson, Cleveland, on the F. C. 
Russell Company account, has 
been appointed advertising, sales 
promotion and public relations di- 
rector of that company, which 
|manufactures Rusco All Steel 
Venetian awnings. 


——- Fo 


Jacence 


President , Little Crow Milling Co. 


We) Warsaw Indiana 


as an appreciation of the 


* Hippy Monk” 


program over Yankee Wetwork stations, a 


deserving contribution to the campaign of ~~ 


Youth, Gunswruation 


February 15.1945 


a ee i oe a 


Che Massachusetts State Kederation of Womens Cubs 
% Presents this 


‘es Mees Award 


Mais 


Massachusetts State Federation of 


Womens Clubs 


Piers Fie, OR 


» 


We, too, thank you Mr. Maish, and your agency, Rogers & 
Smith, for scheduling “Happy Hank’ over WNAC and The 
Yankee Network, Monday through Friday at 7:30 A. M. 


pteceptance 62 THE YANKEE NETWORK'S Yoandation 


THE 


291 BROOKLINE AVENUE, BOSTON 15, MASS. 


Member of the Mutual Broadcasting System 


YANKEE NETWORK, nc. 


Represented Nationally by EDWARD PETRY & CO., INC 
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56 
Joins Greig Agency 


William A. Marticke, formerly 
with the Jerpe Company, Omaha, 
has joined James A. Greig & As- 
sociates, Chicago agency, as vice- 
president and account executive. 
New accounts added by the agency 
are Rapid Roller Company and 
Plastic Platers, Inc., Chicago, and 


Peda-Spray Company, Fairfield, 
Ia., a recently formed organiza- 
tion, has appointed Brisacher, Van 
Norden & Staff, New York, to 
handle advertising on Peda-Spray 
dispensers and Peda-Spray solu- 
tion for control of athlete’s foot, 
The company is currently arrang- 
ing for distributors, with advertis- 


N. Y. Blue Cross 
Plan Promotes 
10th Birthday 


Enlisted with Aid 
of Advertising 


New York, May 3.—Associated 
Hospital Service, the Blue Cross 
Plan for 17 counties of southern 
New York, including New York 
City, will observe its 10th anni- 
versary May 7, with a special ad- 


born under it. The first New York 
Blue Cross baby—now 10 years 
old—and the 2,000,000th member 
will be among participants who 
will be duly recognized. The five 
borough presidents in the city are 
proclaiming May 7-12 as ‘“Hos- 
pital Service Week.” 


Will Use Newspapers 


counties, through J. Walter 
Thompson Company. The first in- 
sertion, May 10, which is not yet 
completed, will emphasize that 
“Blue Cross is sweeping the na- 
tion,” providing “hospital care 
wherever you are’; that “the 
chances are 1 to 10 that you will 
go to the hospital within the next 
12 months,” and that “the New 
York Blue Cross plan is the only 


pointing out that “our employes 
and their families” are enrolled. 
Several department stores are ex- 
pected to run tie-up ads in news- 
papers. One member firm, the 
Arnold Brick Oven Company, will 
publish a full-page newspaper ad. 


Get Menu Publicity 


will be held at hospitals and 
speakers will tell the story before 
clubs. 

For nearly eight of its first 10 
years, the New York Blue Cross 
Plan expanded to 1,300,000 mem- 
bers without the help of paid ad- 
vertising. In July, 1943, to notify 
members of certain increases of 
benefits, the directors were per- 


Advertising Age, Ma, 7, 194 


the group spent $30,00 
dailies and weeklies in 
counties in a campaig 
which it is still getting 1: 


Plans National Effo 


Meanwhile, 
agency is seeking to get t! 
ing of all the Blue Cro: pjg, 


Bind 5 


> am Bhs The Hotel Commodore and/|(AA, Oct. 9, 1944) for a nation, 

a nes Bana ie Company, Associated Hospital Service will |Schrafft’s restaurants, among|campaign to expand members, 

. owners Grove, IIl. spend $15,000 for two insertions in| others, will promote the Blue|and services. Anson Low!:; gy: 

* Ae 2,000,000 Members 40 daily newspapers in the 17/|Cross on their menus. Receptions | gested at a conference 9; 4 
, Peda-Spray Appoints 


American Hospital Associ: ion r 


Cleveland at that time t 
Blue Cross plans devote |. , 
$750,000, of their gross incom, 
$75,000,000 a year to such « p; 
gram. 

Campaigns by the units in 
other eastern areas coincided wi; 
the New York campaign lost v 
vember and December. 
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ing still in the formative stage. rertiai : : ve suaded that a newspaper ad would Sunemnseecon Pe 

. brani and public relations pro plan sponsored by the 266 hospi-|be several thousand dollars less| Plq@ns Radio Game ae. 
The New York plan now em- tals in this area.” An enrollment | costly than the price of postage Neblett Radio Prod 
¢ oe L U BE & i A braces 2.000.000 members, and is|COUPOn will appear at the bottom |alone to each member. This ad ” he . “e ee » Chis 

the largest of 75 Blue Cross non-|0°f both ads. Both also will intro-|was not couponed — mentioning ne to proadcast “Quiz id AWARD 
rd & T ‘one ts ] R K profit groups in 42 states. In its duce for the first time in this area| only “individual enrollment now radio quiz game in S6ich cons exhibitio! 
10 years the New York plan has/|a “doctor’s plan” to supplement the | available’—but responses from|ants are scored for hits, runs ae (AA, Aj 
eee paid $60,000,000 for and provided | hospital plan. prospective new members poured|The game was devised by Sofa for Man 
8,700,000 days of hospital care.| A poster on the anniversary has Bernard Kobiella of the U. cfm stall Fiel 


Last November and December, | Army. 
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‘STATION 


ROA DCASTIN 
COR POR ATION 


in 
About 160,000 babies have been|been issued to participating firms, | 
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e THE BIGGEST THING 


One Pound of Waste Paper 
makes two Blood Plasma Boxes 


IN THE WORLD CAN BE 


SAVE WASTE PAPER 


a 


Hero’s Life—wrapped m Paper 


He’s been hit. 


The medic rips open the heavy paper 
carton, UnWTraps the corrugated paper 
and takes out the plasma bottle. Thank 
heaven it came through undamaged! 
For this may save a hero’s life. 

Paper protects lifesaving plasma right 
from the donor center to the front 
line. Paper protects it against shock 
of shipping, trucking, parachuting 
and war’s rough handling. 

In fact, paper is so important to the 
armed services that they have 700,000 
vital uses for it. Cartons that contain 
vaccine bottles, emergency rations, 
life-preserver lights — these are buta 
few of the uses. 


Tomeet agreatly stepped-up demand 


we've just got to salvage more paper. 
We must do this no matter how well 
the war progresses for us. 

School and city groups are in the 
paper salvage fight. Boy Scouts, Girl 
Scouts, Brownies, and the American 
Legion are among those enlisted. 


But without you—the citizen who 
ties up a bundle every week and gives 
it to the collector—the entire paper 
salvage drive would bog down. 


Don’t weaken now. You have done 
a swell job so far. 
old paper ready every week. Make 
sure it is collected. If it isn’t, phone 
the American Legion, the Scouts, or 
the City, and urge your neighbor to 


do the same. 


A PIECE 


Get that bundle of 


OF PAPER 


OXFORD 
PAPER 


COMPANY 
230 Park Avenue. New York 17,N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohio 


WESTERN SALES OFFICE: 
35 East Wacker Drive, Chicago 1, Il. 
>>~<~< 


Included in Oxford's line of quality print- 
ing and label papers are: Enamel-coated 
— Polar Superfine. Mainefold, White Seal. 
Rumford Enamel and Rumford Lith 
C18; Uncoated — Engravatone, Carfax. 
{quaset Offset, Duplex Label and Oxford 
Super, English Finish and Antique. 
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7, iq advertising Age, May 7, 1945 a 
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Gtbibdl uk fre, | |which is Elizabeth Arden. Blaker . . 
the 7 aad | Hi.  * Tuers Heads | recently lost the accounts of | Cunningham Joins Owl 
— |American Radiator & Standard! Newton C. Cunningham, for- 
hg 7 , Won ; Fuster fiat with thas prety ced gst «| © Blaker Agency: | Sanitary Mfg. Company, New York | Merly_ secretary-manager of the 


"When yor hrent clothes as preity as Exarr egg, 


rm More Hat . . More Worldiiness City, to Batten, Barton, Durstine| San Francisco Junior Chamber of 


& Osborn. 


CCA Membership 
Passes 300 Mark 


More Dignity 


THIS aD FALL 


FP yoo dick om 


Commerce, has been appointed as- 
sistant advertising and production 
|}manager of the Owl Drug Com- 
pany, San Francisco. Mr. Cun- 
ningham was formerly assistant 


Sell Is Chairman 


New York, May 3.—Harold L. 
| Tuers, for the past 10 years adver- 
|tising manager of Richard Hud- 


THE WAY YOULL LOOh 


a |nut, beauty preparations, has 
| joined Blaker Advertising Agency, 
New York, as president. Henry 
Blackman Sell, becoming chair- 
man of the board, will retain his 
controlling interest in the agency, 
but will devote his time largely 
to other interests. D. L. Bryant, 
from Alco-Gravure Corporation, 
succeeds Mr. Tuers at Hudnut. 


Controlled Circulation Audit, 
New York, has added the National 
Liquor Review, Chicago, and 29 
advertisers to its roster, to reach 
a total membership of 307. This 
figure represents 92 advertisers, 36 
agencies and 179 publishers. 


Iron Fireman Elects 


advertising manager of Ditto, Inc., 
Chicago, and prior to that was 
with Pure Oil Products Company, 
Chicago. 


Thackrey Heads WLIB 


Ted O. Thackrey, editor and 
general manager of the New York 
Post, and a director of WLIB, Inc.., 


C. T. Burg, general sales man- 
ager of Iron Fireman Mfg. Com- 
pany, Portland, Ore., has been 
elected vice-president in charge 
of sales. Others elected were: 
Frank S. Hecox, treasurer, vice- 
president and director, and Clif- 
ford W. Snider, secretary. 


Wilson Moves Office 


Arthur W. Wilson, publishers’ 
representative, has moved his New 
York office to 480 Lexington Ave. 


New York, has been named presi- 
dent of the corporation, which 
runs WLIB, New York, and the 
Post. He succeeds Elias Godofsky, 
who resigned. 


Mr. Sell introduced Vitamins 
Plus, one of the first packaged 
vitamins, several years ago, and 
later sold it to Vick Chemical 

. Company. He is head of Sell’s 
Planned Foods, Inc., New York, 
high nutrition foods, which has 
sold large quantities of Sell’s liver 
paste for prisoner-of-war pack- 
ages. 

The Blaker agency has about 
50 accounts, largely apparel and 
cosmetics, perhaps the largest of 
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BUFFALO’S GREATEST 
REGIONAL COVERA 


AWARD WINNERS—These two newspaper ads won medal awards in the ‘45 

exhibition of advertising art conducted by the Art Directors Club of Chicago 

(AA, April 30). Artist Marge Steinhardt produced the winning illustration 

for Mandel Brothers’ ad at the left, with Reilly Bird the art director. Mar- 

shall Field & Co. won with its design of a complete ad. Bea Johnson is the 
artist, Frances Owen, art director. 
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j 
Ot 
Miss GERALDINE LINDER 


Art Director, Ethyl News 
Ethyl Corporation 
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BUFFALO’S | 


NETWORK © 
A copy of the ATF Red Book of types, or f ¥ 
single page showings of individual faces a 


including the complete alphabets, will be ; 
sent gladly if requested on your letter- 
head. The following are the types men- 
tioned or used in this advertisement. 


SHADOW 
Lydian Cursive 
STENCIL 

kankmenn hold 


BALLOON EXTRABOLD 


Garamond and Italic 


“The articles in our external house organ, ETHYL NEWS, have varying 


i ine 


moods. We try to express the dominant character of each by the display 


al. 


type used for the heading. Shadow has been especially adaptable. It has 


5000 WATTS BY DAY 4 


1000 WATTS BY 
NIGHT 


Fe 


~~ (AO |. 
BROADCASTING 
CORPORATION. 


RAND BUILDING, BUFFALO, NEW YORK 
National Representative: FREE & PETERS, INC 


just the modern dignity we want for articles that forecast the future. 


It is crisp, yet airy; is firm .. . with a lift. Its two-tone effect makes it © 
capable of a number of interesting variations, as the examples shown 


here demonstrate. In a similar way, many ATF types have served our 


PP see 


purpose ... Kaufmann, the Lydians, Balloon, Stencil, and others.” 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 
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The rates for this department are as follows: 


THE ADVERTISING MARKET PLACE 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 


and “Representatives Available,” 50 cents a line, minimum charge $2. Terms cash with order. All other classi- | 


fications (single insertion rates): 


% in., $3.50; 1 to 8 in., 


$6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS MUST BE CLEARED BY THE USES OR OTHER AUTHORIZED CHANNELS. 


ARE YOU A 


Ea Chief? 


..« If so, you might want 


to do something about this. 


W/* NEED A MAN who can 
head up our copy depart- 


ment that is growing qualita- 


tively and quantitatively. We 
have a good copy staff; most 
all of them are young. Some 


have been drafted from other 
professions. What we are 
looking for is a seasoned, ex- 
perienced copy man who knows 
most of the answers and where 
to go for those he doesn’t 
know. We want him to give 
administration as well as in- 
spiration to the staff. 

Our company is in a strategic 
spot for growth. We are lo- 
cated in Philadelphia. We can 
accommodate any size ambi- 
tion but we have no room for 
illusions of grandeur. 

So if you are a copy chief you 
probably know the kind of 
man we are looking for, and 
you can probably help some- 
one and us by suggesting that 
they write telling us what 
they have and what they want. 
Needless to say our people 
know about this advertisement. 
3ox 6117, Advertising Age 
100 E. 


Ohio St.,Chicago 11, Il. 


ADVERTISING ARTIST 


Must be experienced visualizer, able to 
do finished work and to direct other 
artists. 


Exceptional opportunity for 


right man. 
Flack Advertising Agency 


Member American Association of 
Advertising Agencies 


1110 Hills Bldg. 2-3129 Syracuse, N. Y. 


HELP WANTED 


HELP WANTED 


A GOOD COPYWRITER 
Really experienced enough to fill an 
interesting job in a growing Chi- 
cago agency—assistant to president 
who himself writes copy. The sal- 
ary is substantial enough to inter- 
est a good man. 

Box 7308, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ADVERTISING SALESMEN 


Prefer previous experience general, 


industrial, trade journals. Consider 


ambitious, interested, be- 


veterans, 


ginners. Salary. Real future. Promi- 


nent company, 


Box 7234, ADVERTISING AGE, 


330 W. 42nd St., New York 18, N. Y. 
ADVERTISING PUBLISHERS 
SALES AND MERCANDISING 

POSITIONS 
FRED MASTERSON . 
SINCLAIR-MASTERSON 


PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


EDITOR WANTED 
Leading monthly national food trade 
|} paper has opening for top-drawer 
editorial man. Headquarters large 
midwestern city. This is not a 
“duration” job. The real work and 
opportunity starts on “V-E” day. 
Write stating experience, qualifica- 
| tions, starting salary, sending snap- 


| shot if available. Our people know 
| of this ad. 

Box 7265, ADVERTISING “4 E 

| 100 E, Ohio St., Chicago 11, Il. 


ADVERTISING & PUBLISHING 
All Types of Positions 
Placements anywhere in 
United tSates 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2063, Chicago. 


Display salesman or organization to 
represent in postwar period, a lead- 
ing manufacturer of point-of-sale 
displays, constructed of metals, 
wood, ete. Must know subject and 
|} have contact with leading national 
and industria] advertisers. 
New York or Eastern States. 
30x 7285, ADVERTISING 
130 W. 42nd St., New York 18, 


the 


AGE 
Pini 


Sales Manager jon Tobaceo Network. 
com- | 
Head- | 


(ood basic 
missions, 
quarters 


salary and liberal 
Start immediately. 
Raleigh, North Carolina. 
Wire, phone or write Fred hie ar 
| President, c/o W R AL, 
iL ong-established midwestern agency 
wants copywriter and layout man- 
|}mail order background preferably. 
| State experience, salary desired. 
tox 7217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


XP 


provides a staff 
of skilled layout analysts who help 

the compositor to get off on the “right 
foot” on your job... These men are 
at your service to help make im- 
portant decisions on type 


selections, too... 


” your 


22 EAST ILLINOIS STREET « SUPERIOR 1223 


Greater | 


Raleigh, N. C.| 


| 
- | 


| requires 
| vertising 


| national 


Experienced factory sales or used 
car representative needed by large 
manufacturer for home office assign- 
ment. Should be under 40 and have 
practical knowledge of used car 
merchandising and reconditioning. 
Ability to write clear cut reports 
and instruction material for dealers 
is essential. Present employees 
know of this ad. 

Box 7269, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


and layout man 
handle service work for 
leading Chicago business publica- 
tion, classified essential. Only part 
of day required to handle present 
volume of work and balance of day 
will be devoted to handling accounts 
of present or prospective advertis- 
ers. Good opportunity for develop- 
ment into full time space represent- 
ative with exclusive territory and 
increased earning possibilities. Write 
giving full details of experience, 
salary desired, etc. 

Box 7305, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted: top-flight salesman estima- 
tor with printing exp. by near loop 
letter-press unit. Salary $100 per wk. 
to a producer. State qualifications. 
Box 7306, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Advertising space salesman wanted 
by established leading business pub- 
lication, classified essential. East- 
ern territory, New York headquar- 
ters. Salary plus basis. Write giv- 
ing full particulars of salary de- 
sired, experience, etc. 
Box 7307, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising 
wanted to 


copy 


Account Executive with sales ability 


for long established, medium-size 
midwest agency. State experience 
and previous earning ability. 


30x 7299, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Tl. 
Young Indy! Here is that good sec- 
retarial position you are looking 
for. It will be even better after 
the V-E and V-J days. It offers 
stimulating work: 

(1) in the sales promotion depart- 


ment of a major oil company. 

(2) as secretary to assistant man- 
agers of department. 

(3) at a starting salary of $150 per 
month. 

(4) in an easy-to-get-to 
loop office 


Chicago 


ing companions, pleasant work- 
ing conditions. 

(5) where knowledge, experience or 
interest in printing, advertising 
or publication work will be 
beneficial but not necessary. 


You'll be on your own considerably 
and will have plenty of opportunity 
for advancement through the use of 
initiative and creative thinking. 
Box 7301, ADVERTISING AGE 
100 E. Ohio St., _Chicago 11, Il. 
ADVERTISING MANAGER 
Manufacturer of nationally distrib- 
uted window trim displays for ap- 
parel shops and department stores 
man with sound retail ad- 
background to create re- 
ideas and 
trade journal—advertising 
and direct mail campaigns. 
opportunity for 
ress with fast moving 
Moving expenses paid. 


sult producing 


organization. 
Send samples 


of work, state background, present 
salary, family and draft status in 
| first letter. Display Corporation, 


357 East Erie, Milwaukee, Wis. 


copy for 


Fine 
young man to prog- | 


| Give 


_ HELP WANTED 


EDITORIAL FIELD MAN 
| for national trade paper with head- 
quarters in Chicago. $325 in ex- 
penses monthly. Excellent future for 
veteran or draft exempt man. Must 
| be under 380 and free to travel. 
education and experience in 


| reply. 


with congenial work- | 


| 


| 


Box 7303, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. | 
SPACE SALEMAN: Long estab- 
lished publisher wants experienced 
trade paper sales representative to 
cover western territory on two pub- 
lications; electrical supplies. and 
equipment appliances and _ radio. 
Commission basis. An exceptional 
opportunity for one familiar with 


these markets. Replies held in strict 
confidence. 
Box 7309, ADVERTISING AGE 


330 W. 42nd St., _New York 18 18 , N. Y. 
RE PRESE NTATIVES ae WANTED | 
Junior space » salesman—Young man 
to work under eastern manager out 
of New York office, representing old 
established midwest publishing firm. 
Will represent two of the leading 
publications in the engineering and 
construction field. Excellent oppor- 
tunity for junior representative to 
build clientele and increase his earn- 
ing capacity. Salary open. Reply 
giving age, education exp. and ref- 


erences. 
ADVERTISING AGE 


Box 7203, : 
330 W. 42nd St., New York 18, N. Y. 


WANTED! 


GENERAL 
MANAGER 


For one of America’s Leading 
Retail Jewelry Organizations 


Applicant must be capable of as- 
suming complete charge and super- 
vision of sales, advertising, buying, 
stock control, window display and 
personnel. Only those with estab- 
lished reputation with finer stores 
need apply. Starting salary $15,000 
or more depending on experience. 
All correspondence treated in strict 
confidence. 


Box 6116, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


DISPLAY ARTIST 


Layout and design man for 
creating national displays 
and point of sale material. 
Must have merchandising 
ideas and ability. 


CHICAGO SHOW 
PRINTING COMPANY 


2635 N. Kildare Avenue 
Chicago 39, Illinois 


Advertising Age, Ma, 7. 14, 
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PUBLIC RELATIONS 
ASSISTANT 
Large corporation in Nostheay 
Ohio city has opportunity j, 
public relations depart) nt {o, 
young man with newspaper eq), 
torial and public relations ¢,. 
perience. Must be studioy 
think soundly and write wel 
Starting salary $500 a 
Please send full informatiog 
recent photograph and sample 


D’ARCY ADVERTISING COMPAny 


1142 Terminal Tower, Cleveland 3, o}), 


Onth 


OPPORTUNITY IN SALES 
PROMOTION ADVERTISING 


We have opportunity in ou; 
advertising department fo; 
young man qualified to produc 
full range of sales promotion 
material; booklets, broadsides 
desk easels, slide films, map. 
uals, etc. Salary to start $6000, 
Send brief biography, photo. 
graph and samples of work. 


Address: Assistant to the President 


THE CLEVELAND ELECTRIC 
ILLUMINATING COMPANY 


75 Public Square, Cleveland 1, Ohi 


DIRECT MAIL 
ADVERTISING 


Creator - Commercial - Copywriter 
to take over advertising depart. 
ment of old established firm in 
New York City. Must be origina 
and have thorough knowledge of 
production. Sporting goods, Army 
and Navy goods and general mer- 
chandise. 


Box 6118, Advertising Age, 
330 W. 42d St., New York 18, N.Y 


TOP FLIGHT 
COPY CHIEF!! 


with exceptional background wants % 
make a change. Has sparked many cam 
paigns, both visual and radio. cate it 


NY , Chicago or Los Angeles, only. 8c 
6122, Advertising Age, 100 E. Ohio St 
Chicago 11, Minos. 
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KANSAS CITY'S ONLY BLUE NETWORK ST/Vife]y) 


Represented by JOHN E. PEARSON COMPANY-—Chicago * 


New York «+ 


Kansas City 
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POSITIONS WANTED | 
ADVERTISING ASSISTANT: 
r experience (copywriting, 
roofreading, account serv- 
‘i g woman, university grad- 
ing ability, book knowl- 
ks position in agency or 
} company. 
x 78, ADVERTISING AGE 
Ohio St., Chicago 11, Il. 


VER TISING-ART & 
PRODUCTION-CONTACT MAN | 
ted planning, production, pur- | 

sins te., of my own advertising, 

graphic arts services for 


paper, leaving to become assistant 


‘and later advertising manager of 


the Kellogg Company, Battle 
Creek, Mich., in 1939. 


K&E in January, 1944. 


Butt Joins ‘Sun’ 

Ernest Butt, for many years 
with L. E. McGivena & Co., and 
more recently advertising promo- 
tion manager of Newsweek, has 


wenty years. Layout, copy, | joined the Chicago Sun, where he 


nat irt, photography, typogra- 

p -engraving, printing, etc. 

t ail; national, trade and 
sp r, catalog, syndicate serv- 
at Written juvenile books and 
ic continuities. Hobby: photog- 
vy. Age 42. Married; two chil- 


+ reative, quick, energetic, 
rsati compatible, personable. 
Rox 0, ADVERTISING AGE 


00 E. Ohio St., Chicago 11, Il. 

1 DON’T KNOW HOW 
cell the easy ones. Plenty of 
rs experience selling magazine 


é | tough ones. Know adver- 
ors and agents in all western ter- 
ries Qualified for magazine 
e sales or agency contact and 


business work. 
Rox 7304, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ho Can use experienced man 
riter of articles, news, editorials, 
eeches, radio news, dramatic | 
nts? Have thorough newspaper, 
9, magazine background. 

x 7302, ADVERTISING AGE 
 E. Ohio St., Chicago 11, Il. 
MISCELLANEOUS 
oking for someone to write and 
duce your house organ or per- 
nne] booklets? Complete editorial 
production service for house 
gans, booklets and direct mail 
es on inexpensive’ free-lance 


athdh & Moriarty, 33 N. La Salle 
Chicago, Ill. Andover 3048. 


iggs Is President 
{ ‘Shopping News’ 
J. Ackerman Briggs has re- 
ned as manager of the Holly- 
d office of Kenyon & Eckhardt, 
_to become president and gen- 
| manager of the Los Angeles | 
vn Town Shopping News. Mal- | 
McNaghten, head of the} 
adway Department Store, has | 
en named chairman of the 
ard 
Mr. Briggs was at one time ad-| 
tising manager of the shopping | 


A STRONG MID-WEST 
NEWSPAPER SEEKS A 
SALES EXECUTIVE 


essential that he have || 
ewspaper experience. Lack of | 
t might have its compensations || 
ecause it might well be that an 
ntelligent, experienced sales 
anager in another kind of busi- 
less could do a better job be- 
ause he would not have the 
prejudices nor would he be bound 
py traditions which sometimes in- 
etlere with broad vision and 
loneering. He would bring a 
esh viewpoint. However, he 
must have a record of accom- 
lishment as a Sales Executive. 
fhe man we are looking for must 
now how to do a creative selling 
0b and teach others to do it. 


t isn't 


€ invite inquiries from sales ex- 
Pcutives, presently employed. 


Biving as much information as is 
lecessury to establish sufficient 
nierest for further discussion. All 
Srespondence will be kept in 
trict « onfidence. 


6105, Advertising Age 
12d St., New York 18, N. Y. 


EDITOR 


ndustrial publishing expe- 
and knowledge of packag- 
dustry. The man we are 
may now be acting as 
of a house organ or pro- 
director of an industrial 
ration in the packaging 
Reply in detail, stating ex- 
-@, age, etc. 


« 6119, Advertising Age 
42d St., New York 18, N. Y. 
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will create special promotion ma- 
terial for the paper. 


PAA Meeting June 8 


The forty-second annual meet- 
ing of the Pacific Advertising As- 
sociation, taking the form of a 
wartime business conference with 
less than 50 out-of-town dele- 


He joined | 


} 


| 


Akerberg Heads Sales Miller to Corbin 


of Macmillan Division Frank Miller has been appointed 

H. C. Akerberg, Atlantic Coast | general sales manager of P. & F. 
district manager of Macmillan | Corbin division of American Hard- 
Petroleum Corporation, New York, | W@re Corporation, _New Britain, 
has been ap-| Conn., succeeding Walter S. John- 
pointed general |S0n, resigned. W. F. Middlemass 


sales manager|has_ been appointed sales con- 
of the com-| troller. 
pany’s Ring- —_——_—_—— 
Free Motor Oil Pyblisher’s Wife Dies 
Mr. Akerberg | Mrs. Gladys Dudley Lindner, 


joined the com-| wife of Clarence R. Lindner, pub- 
pany in 1930|lisher of the San Francisco Ex- 
and subse-/aminer, died April 25 of a heart 
quently became | attack at her home in San Fran- 
Los Angeles| Cisco. 


H. C. Akerberg and San Fran- |} 
cisco 


manager, | 
Pacific Coast district manager and | Stockton Adclub Elects 


gates, will be held at the Hotel St.| Kansas City manager. He has; Fred Udall, California Packing 
Claire, San Jose, Cal., June 8| headed the Atlantic Coast district|Corporation, has been elected 
and 9. | since December, 1943. president of the Stockton, Cal., 


59 
advertising club. Clarence Dit- 
fenderfer, Stockton Record, 
vice-president; George Graffis, Pa- 
cific Gas & Electric Company, sec- 
retary, and Dick Parsons, Stock- 
ton Morris Plan Bank, treasurer. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war plants 
by the thousands daily — each copy read 
by many, and passed on from shift to 
shift — each copy working 24 hours daily 
to bring you coverage of today's best- 
spending customers . 100,000 readers 
daily! 


* *& jQTHE x * 
NEW HAVEN, CONN. 
JOURNAL-COURIER 


EEE 


es 


Pros and CONS of whether the gasoline 
credit card for public use shall be reissued 
postwar have been expressed vigorously 
by industry officials to the editor of 
National Petroleum News. Airing this 
timely debate in 8 weekly issues, NPN 
helped its industry make ready for progress 
in peacetime. 


Don’t deny the public the convenience 
of charging its gas and oil, some NPN 
readers write. Others claim the system 
an economic waste. Free expression, NPN 
hopes, will bring the correct answer. 


FOR OIL MANAGEMENT MEN 


Pe ng 
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Not taking sides, NPN presents the credit 


card arguments of every group, as seen 


by oil management men who read as be spent 
well as write to their favorite oil-news 
publication. 


THE NEWSMAGAZINE 


station building, modernization and expansion 


Regardless of outcome in the credit card 


controversy, 


ci 2 
‘ 
: _- 


hundreds of millions will 


in refinery improvements and 
modernization in the first postwar years, 
your market through NPN. 


Opinions differ, t00, on what postwar service stations will be like, 


but oil companies have to make up for 5 vears’ lost time in 


And, men who 


will buy, build and equip stations tomorrow read NPN today! 
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Hubbell Is Author | 


Richard Hubbell, production | 
manager and television consult- | 
ant of the broadcasting division | 
of Crosley Corporation, Cincinnati, 
has written “‘Television Program- 
ming and Production” to be pub- 
lished May 10 by Murray Hill 
Books, Inc., technical division of 
Farrar & Rinehart, New York. 
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This is a unique collection of 124 complete alpha- 


! 
i 
( 
f 


bets—ancient, medieval and modern. Many of the 
alphabets are rare and very difficult to locate. 
Never before have all of them been included in a 
single volume for quick reference. This rich com- 
pilation of the letterer’s art offers real inspiration § 
in specialized layout tasks. A copy of ‘‘Alphabets 
—Ancient and Modern”’ belongs in the studio of 
every art director. Price $2.00, postpaid. Money } 
back if not satisfied. Limited edition Please { 
order promptly. Co., Dept. 830 + 


Padell Book 
Broadway, New York 3, N. Y 
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WPB Completes 
Post V-E Day 
Production Plan 


Washington, May 2.—WPB offi- 
cials were putting the finishing 
touches this week to a revised 
plan for the shift to a one-front 
war and civilian goods production 
on a greatly increased scale. 

The original plan, which is 
based on estimates that the shift 
can be made within four to six 
months after Germany is defeated, 
was drawn up by WPB’s “commit- 
tee on period 1.” That period will 
end when Japan, too, falls. 


Would Drop Restrictions 

Already approved by a number 
of wartime agencies, the commit- 
tee report estimates that the eco- 
nomic shift should be completed 
by Sept. 30 if V-E Day arrives 
before May 15. If V-E Day is de- 
layed until after July 1, the transi- 


= 


We got it for $5 th 
in the Buffalo 


“It’s only been driven 1806 miles. 


ough a classified ad 


Evening News*”’ 


EXPORTERS—New officers of the Export Advertising Association talk it over 


following their election. 


Left to right, William J. Reilly, advertising manager, 


international division, RCA Victor division, RCA; Harley B. Lewis, manager, 

Kolynos division, Home Products International Ltd.; Arthur A. Kron, secretary- 

treasurer, Gotham Advertising Company, and Walter R. Bickford, editor, 
Export Trade & Shipper. 


tion period is expected to take the 
remainder of 1945. 

Under the WPB proposal, more 
than 200 of the remaining 420 or- 
ders prohibiting or restricting 
civilian goods production would be 
ended immediately after V-E Day. 
WPB also would provide priority 
aid for production of such vitally 
needed unlts as washing machines, 
refrigerators, etc. Plants making 
articles considered less essential 
would be authorized to order ma- 
terials and necessary parts, which 
would be supplied as soon as pri- 
ority orders are met. 

Automobile rationing, the com- 
mittee believes, should be con- 
tinued until production is exten- 
sive enough to meet the most nec- 
essary demands, possibly 100,000 
new passenger cars a month. 


Would Use Two Ratings 


When the changeover is com- 
pleted, WPB will have dropped its 
complicated materials control and 
priority system in favor of a much 
simpler set of ratings: “MM” for 
all military orders in the fight 


against Japan, and “CC” for all 
important civilian goods. 

The tentative draft of the plan, 
now undergoing some changes fol- 
lowing its inspection by other gov- 
ernment agencies, is based on a 
survey of 72 major U. S. indus- 
tries, the majority of whom ad- 
vised WPB that they would need 
from two to six months to get pro- 
duction of civilian goods up to a 
“break even” level. 


Spot Program: Restored 


Late last week the WPB an- 
nounced that its spot reconversion 
plan was being revived in 184 ma- 
jor cities and industrial areas, 
where it clamped down last fall 
when armament demands shot up. 
Manufacturers who can prove that 
they have available labor and ma- 
chinery not required for war 
goods may apply to local WPB 
field offices for permission to start 
production of consumer goods. 

Machine tool builders at a re- 
cent industry advisory meeting 
told WPB Chairman J. A. Krug 
that they have little hope of rais- 


a 


re a 


Advertising Age, May 7, jg.aimdvert’s 
ing their production aboy 
$39,000,000 total delivereg 
March. They expect tha‘ forging ‘ 
presses and other machin:ry yj st J 
prove to be reconversion bottj. 

necks unless their own plints a, hun 
allowed to hire and buy materi, ngs 
more easily. Meanwhile, t :¢ gre, (Co! 
bulk of government-owned ppflfreven! 
chine tools has not yet | ey inve 
clared surplus, and hence canndmvar | 
be thrown into the supply i] give 
f com 
ome. 


ein 


Gas Associations 


7 > norte! ' 
Aid Local Campaigns The | 
A plan book, correlating ayajliar the: 


able promotional materia! a» 
urging aggressive local caimpaigy 
preparatory to the release of kj 
chen equipment, has been iggy 
by H. Vinton Potter, director 


me sin 
lanator 
e laun 
ram. / 


the “New Freedom” gas kitchemmrocer i 
program, for the American Gaal Maxo! 
Association and the Association offhe acco 


Gas Appliance and Equipmer 
Manufacturers. 

Included is a check list of mate 
rials, many at lowered prices 
among them color films, newspa 
per mats, a picture service, radj 
scripts and outdoor posters. Th 
local campaigns will tie in wi 
an enlarged AGA national cam 
paign in magazines and busing 
papers, respectively through Me 
Cann-Erickson, New York; aaj 
Ketchum, MacLeod & Grovd 
Pittsburgh. 


Heads Ediphone Sales 


Eugene C. McCarthy, New Yo 
branch manager of the Ediphoy 
division of Thomas A. Edison, Ine 
West Orange, N. J., has beg 
named vice-president and sale 
manager of the division. He wil 
be succeeded at New York } 
H. A. Anderson, formerly assist 
ant branch manager at San Fran 
cisco. 


McLEAN COUNTY FARM AND HOME BUREAU BUILDING, BLOOMINGTON, ILLINOIS 


FARMERS 100, KNOW THAT— 
YOU HAVE TO SPEND MONEY TO MAKE MONE! 


Tue Farm Bureau is the organization behind the better farming that has made McLean County FIRST in Illi 
nois in farm wealth—FIRST in the nation in Corn Acreage, Production and Value. 
paying a $15 annual membership, have erected and maintain one of the largest and finest Farm and Home 
Bureaus in the U. S. Over three-fourths of McLean County farmers are members. The McLean County Home 
Bureau, with 1,701 members, is the largest in the country. These farmers and their wives are proud o! theit 
organizations and take an active interest in them. They know that you have to spend money to make mone’ 


mary Trading Zone. 


, 
io 


The 4,912 farms of McLean County (averaging 190.8 acre-) rep 
resenting an investment of $39,000 per farm, produce mo:« tha 
32 million dollars worth of foodstuffs annually. Add to this rich fMBuildi; 
farm county those portions of eight other equally rich, «ju!!! 
productive counties that make up Pantagraph Land and you be’ 
a wealthy agricultural market with an annual production ©) m0" 
‘A than 65 million dollars. Proof that FARMING IS BIG BUs! E> 
(, (# IN PANTAGRAPH LAND. Reach this responsive Central | |in0" 
market through the Daily Pantagraph — the ONE NEWS! \PE4 
that is FIRST (in fact—alone) in coverage of Pantagraph |" 


PANTAGRAPH 


SINCE 1846 


The Daily Pantagravik 


BLOOMINGTON, ILLINOIS P30. 42 
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McLean County farmers 


with 84% coverage of McLean County, 71% coverage of t! I’? 


Represented Nationally by Gilman, Nicoll & Ruthman 
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. * Unlike the report of Mark Twain's death, this \ | i¢ 9 netho 
is not greatly exaggerate? Strange things i> oi 
| happe” in the classified columns of The Buffalo | aa py ‘Tipe 
Evening News, because it is the first place | \ \ f im i ; 
Western New Yorkers look when they wont to N re iy \ 
dispose of a white elephant OF buy on impos- | “i sag a, - a 
sible bargain. We didn't pion it this WOY- \t just . o——— : ne 
grew yntil it became one of the largest and a a1 
most comprehensive classified sections in the | : ; | 
P ° ; 2 t a 
State. We believe this preference of the News oy 
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einz Schedules 
st Var Bond Ad; 
buns in 4 Cities 


(Continued from Page 1) 
these tragedies of battle 


7, 194 


OVE th 
red j 
t lOrgin 
y wil 
bottle 


reven: 


been aly investing in the mighty 7th 
© canndi/mar Loan. Every bond you buy 
y iJ] give some boy a better chance 


* coming through coming 
ome. Every bond you buy will 
orten the great Battle of Japan.” 

The Heinz company resumes 
‘ay theme advertising for the first 
rial anime since 1942 when it ran ex- 
~Mmjanatory ads on the occasion of 
1e launching of the rationing pro- 


Pn iss ~ At that time copy appealed 
rector tomers not to blame the 
s kitche oe if some items were absent. 
ican Ga Maxon, Inc., Detroit, handles 
ciation offffhe account. 
qui men Y ‘ 

ome LYS SPURS ‘7th 
of mate H MODEL JEEPS 
gh Toledo, May 2.— Willys-Over- 
how Wepe pnd Motors, Inc., will furnish 
are radia ousands of exact, 12-inch models 
S. Th : 
. in wit the jeep as bond sales incen- 
é “Miyes in support of the 7th War 
nal cam on drive. The jeeps will be 
businegame*” ‘ : ero 
ugh Me 
ork; ang 
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Ediphon ° ° 
lison, Inc in selling the 
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Today, architectural design depends 
on technological progress. 


a 
THE 
PROOF 


Some factors illustrating this: 


Fluorescent lighting 

Radiant heating 

Air entraining cement 

Increased steel stresses 

Glued laminated wood products 


Heeding thisfact,Pencil Points in July 
launches a new editorial section 


NEY 


MATERIALS 
yn lm & METHODS 
y farmers, ¢ swift march of technological 
nd Home@Mevelopment demands this greatly 
nty Home fPcreased emphasis on materials and 
1 of their™m™ethods. In this new section, the 
-e money. Compendium of its kind in 
ilding industry journalism, Pencil 

oxes) 20 wn ‘fers a compact, inclusive 

‘dy relerence to the essential tech- 
no that ical information needed by the 
» this MMMBuildine designer, 
h. ually 
vi have 
n of more 
us (MORAL 
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VSP \PER FOR 
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ints’ accent on product 

n creates the first genu- 

ig ground for manufac- 

' building designer. The 

; ' * listance between your 

\ J } id its market! Send for 
i mle 0 FACTS.” 


P NCIL POINTS 


SIVE ARCHITECTURE 


einhold publication 
2d Street, New York 18. N.Y. 
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used as prizes in various ways 
throughout the country, with each 
state and the District of Columbia 
acting independently. 

In some cases they will be given 
as prizes to the boy or girl in each 
county who does an “outstanding 
war bond selling job based on in- 
genuity as well as volume sales.” 
In others, men and women will 
compete, and in some counties the 
county school selling the most 
bonds based on children’s per cap- 
ita sales will be awarded prizes. 

The miniature jeeps are being 


built by servicemen in the Vet-| mond, Va., 


" 
+ 


erans Administration Facility at 
Kecoughtan, Va., and at six Army 
convalescent centers. Willys is 
supplying the hospitals with cut- 
out parts of wood and cardboard, 
plastic wheels and_ transparent 
windshields, and is paying vet- 
erans for each model they produce. 
Ward M. Canaday, chairman of the 
company, said the idea originated 
as a result of letters from children 
requesting a model of the jeep. 


Reynolds Ups ; Reynolds 
Reynolds Alloys Company, Rich- 
a subsidiary of Rey- 


mi 
nolds Metals Company, has named 
David P. Reynolds as a director 
of the company. Mr. Reynolds is 
vice-president in charge of ad- 


vertising, public relations and 
aluminum sales of Reynolds 
Metals. 
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Serutan Names Grant 

Serutan Company, Jersey City, 
has appointed Grant Advertising, 
New York, to handle advertising 
of Serutan, Nutrex and Journal 
of Living, beginning July 1. 


CHURCH PROPERTY 


Published Bi-monthly since 1936 at Milwaukee, Wis. 


ADMINISTRATION 


ae 


fe the Design, Construction, Maintenance and Furnishiag af 
Catholic churches, schools'and institutional buildings, 


OGERS 


| MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE . 


WOW! AM I GLAD TO SEE YOU! 


Surprising maybe—but kinda nice sometimes—to be greeted this way, isn’t it? It hap- 
pened to us the other day, but our warm glow became a chill when we found ourselves in 


the shadow of the well-known eight ball... . "' 


Gotta have some speed—and how!— and 


the best set of four colors that shop of yours ever turned out! Last minute changes give us 


—(too few) days to get new plates to ten publications!” 
customer in these days of man power shortages and tight production schedules! . . . 


. Fine orders from an old 
but 


ihis customer knew, as hundreds of other Rogers customers know, that in emergencies, 


as well as at all other times, skill, experience, organized, adequate facilities and a thor- 


ough understanding of advertisers’ needs and publishers’ requirements can be de- 


pended upon for results. ... 


The plates were in the publishers’ hands on the date speci- 


fied “as per instructions.” .. . Of course Rogers doesn't yearn for a steady diet of this 
kind of thing—excessive speed tends to increase costs for us and for you. But as a Rogers 
customer—you will receive the same quality, service and cooperation year in and year out. 


ENGR 


AVING 


Phone CAL 4137 ° 


COMPANY 


e Adolph F. Buechele, President 


CHICAGO, ILLINOIS” 


hy 
em 


; 5 Et: ; ute 
a aes a~ 4 / ‘ ¥ is > 7 
ee ee] 2p ae 7s 4 ee - edi ; , 7 3 ag 2 j a s ay ae a - 7 > i a ———— ae sober . . “ es abs e : 
soli: ao ai ee, ’ — 
eo ' a i 
= ~ 
| ay 
| 5 ‘5 1 
; ee 
| Be 
y iterj 5] ai y 
toa cal Eee OCCCONON OO OO és 4 : 
' gS = 
| : | oa , 
; . 
' 
em ————————————————————————————————————————————————————————————————————————————————— . 
| > 
_ 
a 
ine a 
¢ 3 
5 Be: ae ie Rae , sii . re a 
“siaueais hg der at ae Se " — . q om 
; oe Bais tee = 3 : 
a 5 bbirretliag gg i 
 ” a he = aa a 
: : igen oI i i Bart. sae payer ‘ : 
oe eee oe sate . ie a8 3s ai a ie " 3 E : 
a a a oe: ee * o% & P - ieee 3 F fa a F N 
 . Oo ge ee ai Be vie fe re ee ee ee ae a aa = : 
a " a be = a yy ¢ is 
ee Mi ee Ss —— Pe ee = 4 
- a se a one Sex oes : gt ee as right oF hs _ a. " 
~ Rh Pe ee oe A ier OM - pa F ? 3 as x* i. Be are % . 
poi be, = 4 ‘ ra oy FA pity F iJ a * { o ‘ = ‘ ce sap Z ; : a ie 7 
: ; res Pd ”. . ha | | E 
. i, & o> # “Gg Og Sat * | a - Fee = 
Yor — ; ae Eh 
UIA , | os 1a ‘ . om * wf m =} : cae: ee La ae S — 
‘ly assist ‘ Sega as =. 4), he gl = 
ee eae x ‘ ee d oe ae } Bo < e se sf eee is 
hfe ee ee ee Bate alee ty — + fo 2 ty be a ee ee : aK 
- | Attias - / Rate See n ae a e 7 4 oe i = eae Sent aS 
a a es eee “ER oe — ‘ a ae eect eae ee : 
A oe OR ee . F Po ee aaa a ° il oe ee %¢ Be Se a ie 
, _ el ee 
{ee a ’ ———= . et of - a ee : — ; 
ee | ~~ ——— Ul —— lll is a 
| = | 4 ce ———— : 
‘4 a ke . ., 2 3 * i ee ee a 
7 i , ss 5” + 5 2 a =! — woe 
a & ego eee — ss ery t Sas : 
\ ‘a a¥ ie 4 zi " gs + Sls # By PAY ci ® x * ~~ PR 
2 ———— a oa 7 ¢ , a 2 ’. i _ 
| 5 z q . - a j : Fa 4 > _ - r. hoe hip ¥ , ~ & = Ee iS Pe : ee 4 4 ic 7 
J ; le a ae — . : en, Joe Ne ; ns Pa ae ee - s 
' ? °° it Fae ; ign “ en A Ee oo ee — ees 
fl ty 3 * S Be t & z See 5 ve =, pee ‘ 
f ’ * 2 es: wig “a " be _— Fad ce Fant e at AES * at: : 
’ ‘ae. eS ae , ni aw” ’ # ~ > , s yp 4 i 
| a = eo 9 4 F a : wy é & ae & ie ty > at: 
bone a he SiR P ; . ae MS . i” AS Mey be es i 
vs  * —“ Ss © tee q a : Moe a J ag ¥ Ena) f y Nia . ad a : - ail 
es © A A as, i @e.>> iii wil 
| al # r*. A a —— ‘te Taare. wg Sie se 6 2 -* _ 
| 7 i ae _ 2% 39° . Mh = 
© oa én F 4 ‘ Pm rm om ey: % 7 
#. 3 Re #3 x # ee / j E anal . oe 
# a i. * | 4 a 7 . hy > = i ‘ eae " a» rs a 
uy em ‘< / a he —— ag es 4 
| 3 2 ., a, s : J me es * aa Saha a. a ¥" —— = 
| 4 | Pe, " s i ? aa : . 4 = — a Je eigee a 7 a ti «Sa Wm 
ae Sa we if Me Pe Ba | 
. Eom as yh te — ¢ a7 { oe Beer i , a jae iy ¢ 7 Bc 
‘°2 2) sr WAG aa ESI EY CE a a 
Pe Me #, ¥ ry fell ea " ax Wet Fak es ee 3 ae 
Te ae se ¥ oe 3 ‘ ew ba ¥ 74 * - : i 
al ato +.’ ‘4. ao ca occu — i x a, A Th te eal ae 
} q a 
} 5 
| — 
‘a 
a 4 a 
< Bare ; 
le 
= - 
ce 2 
be ay, 3 
aS 
| a 
: * 
q | wee 
} 
| " 
po : 
— os eo ae 
‘ ‘ | ; ae 2 be . . ~ 
. *% ey " 7 ee : : aa bapa is . ve 5 i. a > 7 i : . : 
~ bo ww bs SMES a 7 ¥ 


62 


Holmes Joins Bureau 
Harris B. Holmes, of the adver- 


tising department of the Toronto 
Globe & Mail, has joined the Bu- 


reau of Advertising, Canadian 
Daily Newspapers’ Association, 
Toronto. 


Paper Mills Appoints 

Howard Paper Mills, Urbana, O., 
has placed its advertising with 
Kircher, Lytle, Helton & Collett, 
Dayton. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S CREATEST INDUSTRIAL AREA 


Ruskin, Chen Yu 
Maker, Planning 
Large Expansion 


(Continued from Page 1) 
according to one official, ‘We have 
had to increase production sched- 
ules every month since Cloud Silk 
was introduced. Mr. Ruskin makes 
it a strict rule that advertising 
| must be bought by percentage, so 
}as sales rise the advertising ap- 
| propriation rises in proportion.” 
| In December, 1944, Mr. Ruskin 
| purchased Madame Huntingford, 
|Inc., a class treatment line with 
|annual sales of several hundred 
'thousand dollars. No advertising 
|had been done by Madame Hunt- 
|ingford in 30 years of sale. But 
{now national advertising for 
| Madame Huntingford is being pre- 
pared by Norman J. Phelps, orig- 
inator of Chen Yu nail lacquer 
/and Cloud Silk advertising, and 
| the first color advertising will ap- 


so he smoked up his week's supply of cigarettes, bit holes 


in his typewriter, walked 38 


times to the water cooler. . . 


AND STILL NOTHING HAPPENED! 


WHY? Because he was waiting 
for a bolt-from-the-blue, a cos- 
mic telegram from Somewhere! 
The trouble is, ideas don’t bap- 
pen—especially when you have 
a deadline coming up. 


PLANNED 


But it’s really ridiculously easy 
to have ideas. Copy angles, pic- 
ture ideas, fresh layouts, new 
product styles, slogans, radio 
stunts—the unusual twists that 
make merchandise sell. 


BRAINSTORMS 


HOW TO DEVELOP PROFITABLE IDEAS 
By OTTO F. REISS, Associate Editor Apparel Arts, Esquire 


tells how. An idea man with an inter- 
national reputation, his ideas-for-ad- 
vertisers today are Esquire’s most 
valued promotional feature, Reiss 
shows in this book how you can raise 
your idea-capacity to the nth power, 
get better ideas with more $$$ con- 
tent, make copy sparkle. 


30,000 CAMPAIGNS ANALYZED 


Do you know where H-O’s star- 
shaped Christmas cake, Martini and 
Rossi's square cocktail glasses, Pull- 
man’s ““Threedex” sleeping cars, Ze- 
nith’s Wave-Magnet came from? Do 
you know what “reverse English’ 
can do for your headlines ? How elec- 
tronics and plastics are giving new 
merchandising appeal to old prod- 
ucts? Here are hundreds of case his- 


tories drawn from the author's file 
covering nearly 30,000 carefully ana- 
lyzed campaigns and successful ad- 
vertisements. Many of these ideas 
can be readily adapted to your 
own product or copy problem. 


HOW TO DEVELOP 
PROFITABLE IDEAS 
—basic techniques for creating ideas 
the "cold" way 
—how new ideas give new sales im- 
petus to established products 
—how to classify and adapt ideas 
—giving an old idea a new twist 
—how to pre-test the popularity of 
an idea 
—how to develop your ideas and sell 
them to others—hints on free lance 
strategy and patents 


SEND NO MONEY ... SATISFACTION GUARANTEED 
Mail the coupon below NOW and start making ideas grow in your mental garden. 
(You'll be amazed and delighted at the way every single paragraph of this book 
starts up brain waves that lead to dozens of ideas you hadn't thought of before.) 


$3.00 


a= ame ae oe ae oe ae ae oe ae Gee Gee Gm amp Gm Ge Ge Gm ame Gp ae an 
PRENTICE-HALL, Inc., 70 Fifth Avenue, New York 11, N. Y. Dept. TB-2 
Please send me HOW TO DEVELOP PROFITABLE IDEAS: Planned Brainstorm, by Otto 


i F. Reiss for 10 days’ FREE EXAMINATION 
| $3.00 plus postage, or return the book and 


Nome 
Address 


City 


| = TO SAVE POSTAGE, check here ond enclose $3.00 WITH coupon and WE will pay 
oll 


postage charges. Return privilege for 


At the end of that time | will either remit 
owe you nothing 


Zone State 


full refund still applies, of course. 


pear in Vogue and other class 
magazines in May. 

Total sales of Associated Dis- 
tributors, Inc., including Chen Yu 
nail lacquer and lipstick, Cloud 
Silk, 5 Day, and Madame Hunt- 
ingford, are running in excess of 
$8,000,000 in the United States. 


No Drug Chain Tie-up 


No part of these tremendous 
sales can be attributed to Mr. 
Ruskin’s connection with the Ford 
Hopkins chain drug stores, 
strangely enough. The story ap- 
pears to be that he turned over 
the management of the drug chain 
to the employes four years ago 
when he entered government serv- 


ice, first as a consultant to Leon} 


Henderson in setting up the Office 
of Price Administration and then 
when he became chief of supply 
planning and control in the mili- 
tary planning division of the War 
Department. 

He has avoided rumors that 
Chen Yu has a competitive advan- 
tage in a tie-up in drug stores. 
He has gone so far, in fact, as to 
put Ford Hopkins last on the list 
of those receiving scarce Chen Yu 
supplies. 


May Relinquish Drug Stores 


Mr. Ruskin still owns Ford Hop- 
kins Company which owns and 
operates stores in 55 cities in six 
states. He regards this as an in- 
vestment and looks forward to the 
time when the executives and em- 
ployes of Ford Hopkins will as- 
sume part of the burdens of own- 


ership in addition to management. | 


Mr. Ruskin started Ford Hop- 


kins Company with one store in| 
of 1928, | 


Sterling, Ill., in the fall 
at the age of 24. Cosmetics were 
his hobby and he was undecided 
in 1928 as to whether he would 
start for himself in the retail drug 
store business or cosmetics busi- 
ness. While drug stores temporar- 
ily won out, his major interest re- 
mained in cosmetics. He devotes 
all of his time to Associated Dis- 
tributors. 


Younghusband Was Pilot 
As for Mr. Younghusband, he is 


SELECT BEST ART—The jury selecting 


included: Il. to r., 


-.. 


Advertising Age, Ma 


winners at the first annual commercial 


art show of the Artists’ Guild of Chicago at the Marshall Field galleries 
Frederich Boulton, vice-president and art director, J, 
Walter Thompson; David Lockwood, vice-president and art director, Foote, 
Cone & Belding; E. Willis Jones, design counsel; Harold Jensen, art director 
of Batton, Barton, Durstine & Osborn and president of the Art Directors’ 
Club of Chicago, and John Wilmarth, 

Ludgin & Co. 


vice-president and art director, Earle 


there ever was one. 

A young Canadian at the time 
the first World War began, he en- 
|listed as a cavalryman, was dis- 
|charged be- 
| cause of a seri- 
ous wound, but 
then served 
with the Royal 
Flying Corps. 
| After the war 
he operated a 
flying circus, 
and was a na- 
tionally known 
stunt flyer. One 
|stunt consisted 
of writing his J. L. Younghusband 
initials, JLY, in* 
| the snow with the tip of his wing. 

As a carry-over from those days, 
he developed the idea early in the 
present war of equipping training 
planes with skis, enabling Cana- 
|dian pilots to train in Canada 
| during the winter. 


Developed ‘Kissproof’ 


It was while he was still barn- 
storming that, helping his wife 
apply a mascara she herself had 
made one evening, he got the idea 
of “Delicabrow” as a name for a 


liquid mascara. He sold his two air 
planes, bought a small buildin 
where he began making mascar 
and went out on the road sellin 
the new “Delicabrow.” 

Next he conceived of “Kiss 
proof” as a good name for a li 
stick. Largely responsible for jf 
development and promotion, 
built it up in six years to a lar 
sales volume. At that point h 
retired, selling out to Affiliate 
Products, Inc. A few years late 
in 1932, however, he was back j 
business in Chicago, having cr 
ated the name “Tattoo” for a 
other lipstick. Sales of Tatto 
were soon large in volume bot 
in the U.S. and England. 

At the height of that phase , 
his career, he created Chen Y 
nail polish, intending to introduc 
it for the English market. E: 
land’s entry into the war pre 
vented that, however, and so | 
introduced it in this country. 


Had Immediate Success 
Chen Yu immediately capture 
a large portion of the nail polis 
market, and its effective advert 


ing is said to have been largel 
;responsible for the great expan 
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BUS-ADVERTISING CARDS attract listeners in the 
Dubuque area to the WKBB radio programs. 
Passenger traffic on city busses has increased 
considerably during wartime. To reach this vast 
audience, WKBB frequently employs exterior and 
interior bus cards. Dubuque's first radio station, 
WKBB, uses the bus-advertising cards as just one 
of its many promotional activities constantly to 
remind the people in the Dubuque area of the 
interesting local features and Blue Network shows 
presented on WKBB 
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WKB 


A November listener survey conducted by Robe 
S. Conlan & Associates showed that the four pr 
grams with top audience ratings in the Dubua 
area were all WKBB programs. Further eviden 
of WKBB's leadership in audience response is ¢ 
ratings for the entire survey period . . . WK' 
36.4; 2nd Station, 30.2; 3rd Station, 13.3. 


WKBB's first place standing among listeners 
Dubuque, a growing marketing area, makes it * 
wise choice for time buyers 


JAMES D. CARPENTER — Executive Vice President 
Represented by—HOWARD H. WILSON CO. 
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the last few years of the 
polish market. Before the 
ry few women spent more 
a dime for a nail lacquer. 
1941 Tabu perfume, which 
- famous in South America and 
sought entry in the Amer- 
irket. Among Mr. Young- 
nd’s products was Taboo De- 
The conflict in names 
s] Mr. Younghusband to- 
xy with the owner of the Tabu 
me. An arrangement was 
whereby Mr. Younghusband 
xj to advertise and distribute 
n the United States. From 
tart, Tabu grew rapidly and 
came a leader in its field. 
July, 1944, Mr. Younghusband 
Mr. Ruskin all of the prod- 


mercial 


Doctors’ Ads Tell 
Perils of Federal 
Aid to Medicine 


Chicago, May 3.—To present to 
newspaper editors the attitude of 
the medical profession toward fed- 
eral social security as it relates 
to medical care, the National 
Physicians Committee for the Ex- 
tension of Medical Care is run- 
ning a series of advertisements in 
American Press, Editor & Pub- 
lisher and Publishers’ Auziliary. 

The first ad in the series, cap- 
tioned ‘“‘Guardians of a Priceless 


care under the government will 
not necessarily regiment doctors 
but will quite certainly regiment 
the public as far as medical care 
is concerned. 


Attacks Bureaucrats 


The second, titled “Social Se- 
curity,” urges editors to interpret 
the Social Security Act for their 
readers, particularly by explain- 
ing that under the act payments 
are made by cash but medical 
care supplied is in the form of 
service. 

“No sane person can _ believe 
that any bureaucrat can direct 
the rendering of medical care 
without actual suicidal deteriora- 


Saturdays, originating from Chi-|tion of the advertising and pro- 
motion department of the Arm- 
Bozell & Jacobs, Chicago, is its | strong Cork Company, has joined 
|G. M. 
| York, as account executive. 


cago. 


agency. 


FC&B Promotes Coate | 


H. R. Coate, formerly associate | 


director of research in the Chi- 
cago office of Foote, Cone & Beld- 
ing, has been transferred to the 
agency’s San Francisco office as 
director of media and research, 


Hutchins Named A.M. 

P. M. Hutchins has been ap- 
pointed advertising and sales pro- 
motion manager of National Radi- 
ator Company, Johnstown, Pa. 


alleries HS ene? sg Heritage,” emphasizes the impor-/|tion in the quality and effective- ‘ P 

tor, J, gagucts —a ees ot _ —- tance of preserving the sanctity|ness of the service that is pro- Reichert Joins Basford 
Foote, maquer, \ TT to a uc but sed q|0f, the human personality and the | vided,” it concludes. Gene Reichert, formerly in 

irector odorant, . w © ai Ds mae subordination of the state in the The committee also sponsors the|charge of national institutional 
ectors' agi Be piece: the ride maintenance of democracy. It|“Doctors Look Ahead” program | advertising, and manager of the 
Earle ae iaee amd toilet water, says that the placing of medical| over NBC at 3-3:30 p.m., CWT,| glass, closure and industrial sec- 

vhose sales are among the lead- 

fi ; in the perfume field. 

bulla Tabu Ads Retain Theme 

masc Since Tabu is an expensive per- 


fume, retailing at $18 an ounce, 
ts advertising budget is not large 

“Kisgiicompared to the sales volume in- 
r a lipMvolved. The spectacular increase 
> for iin its sales is largely the result 
Lion, bf its advertising which has not 
) a larg varied since it was launched three 
oint MMvears ago as “The Forbidden Per- 
\ ffiliate fume.” 
irs late The first and every ad since has 
back ifMeatured a picture originally 
ing craMpainted many years. ago by Rene 
for anfMPrinet. Originally titled ‘‘Moon- 

Tattoi/™icht Sonata” by Prinet, it is now 
me botfhetter known as “The Fiddler.” 
It depicts a violinist embracing his 
piano accompanist, she apparently 

s student. His one hand still 
lutches his violin, and in the per- 
fume trade it is supposed that 
Tabu will continue selling well 
until he drops the fiddle. 

Besides Tabu, the company has 
also bought out Platine perfume, 
selling at $22.50 an ounce, plugged 
capture™mas a blond’s perfume, with the 
il polisfMslogan, “Precious Platine for the 
advertisg™merecious Blond.”’ Dana will shortly 
1 largel out 20-Carat at $25 an 
[ expan 
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The 1945 Chen Yu advertise- 
ments will appear in magazines 
nd rotagravure sections in color 
and in black and white in dailies. 
Some will emphasize the gamut 
f shades of Chen Yu. Others will 
omote new shades, such as 
|™@™_ frozen Fire,” which is the pres- 
|@eentsummer theme. A national ad- 
|M@vertising campaign is now under 
vay on 5 Day Deodorant Pads and 
) Day Cream. 

Associated Products, Inc., is also 

id to be negotiating for the pur- 

ase of other cosmetics and drug 
products to round out the organi- 
zazuion. The objective is a large 
Company with resources sufficient 
‘0 afford maximum help to cos- 
metics and drug products of class 
end quality. 

The advertising of both com- 
panies is handled by Ruthrauff & 
an, Chicago. Mr. Phelps of the 

‘'y has been in charge of all 
1 Yu, Associated Products and 

dvertising since the lines 
first developed. 


Saved by Exhibit “A” 


acSwiven had an alibi. He leaned back complacently 
while his alleged victim told of being slugged from be- 
hind on a dark street and rudely divorced from a $500 watch. 


his alibi. Ten minutes passed. Twelve. Fourteen. The second 
hand swept through the last minute. 


““Now!” observed MacSwiven calmly. “Fifteen minutes!” 

The defense lawyer bounded to his feet. “Your Honor, I 
move for a dismissal! It would have taken my client a half 
hour to reach the scene of this crime and return to the bar 
where several witnesses have testified he spent the evening. 
But my client, even though he didn’t time himself by a clock, 
swears he went out for only fifteen minutes—to try to buy 
cigarettes!” 


A murmur of excitement swept the courtroom. The judge 
rapped for order. ‘“‘Case dismissed,” he remarked, eying the 
district attorney coldly. 

The defense lawyer rushed to congratulate MacSwiven. 
“How did you do it?” he demanded in a low tone. “Nobody 
can gauge time like that!” 


MacSwiven gave another negligent shrug. “‘Nothing to it,” 


“A likely story!” sneered the district attorney, and schemed 5 7 ¥ 
he declared loftily. ““Look over at the court reporter’s desk. 


to puncture the time alibi. “I challenge you,” he roared at 
MacSwiven, “‘to sit there now and tell me when fifteen min- 
utes have passed!” 


The defense lawyer did so. In clear view—but forgotten by 
spectators, attorneys and judge—lay Exhibit A, the watch 
that MacSwiven had stolen and pawned. 


500,000 


CK PHOTOS 
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MacSwiven shrugged negligently. His gaze wandered toward 
the court reporter, and he seemed to count the passing seconds. 


This anecdote is based on a recent article in Inside Detective. 
It shows the variety and quality of editorial content that monthly 
attracts 1,134,003 buyers—and a whopping pass-on audience 
—to the Dell Detective Group. Hobbyists in crime detection 
and law-enforcement technique—an interest that cuts across all 
age and income levels—they are a true cross section of the 
urban male population. What a splendid market for any product 
with man appeal! 


Tense silence gripped the courtroom. Everyone eyed the 
wall clock behind MacSwiven. When five minutes had passed, 
the district attorney snapped, “Are the fifteen minutes up?” 


“‘Not yet,” replied MacSwiven, comfortably crossing his legs. 


More minutes ticked away. The district attorney waited 
breathlessly for MacSwiven to open his mouth and massacre 


DELL DETECTIVE GROUP 


INSIDE DETECTIVE »« FRONT PAGE DETECTIVE 
DELL PUBLISHING COMPANY, INC., 149 Madison Ave., New York 16, N. Y. 


World's largest publisher of fact-detective magazines -and detective sit 
mystery books, featuring Agatha Christie, Dashiell Hammett, Helen Reilly Ga 
TE FOR INFORMATION Carter Dixon, Ellery Queen and other noted writers. his 


ANN & FABRY CO. 


S. WABASH AVENUE. 
CMICAGO..... 
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Car Cards Read 
by 21% of Market, 
ARF Study Shows 


(Continued from Page 1) 
they were using in other media 
there. Six of the 12 had not pre- 
viously used inside space on cars 
there, and one had not used this 
medium there since 1942. Five 
had been consistent, long-term 
car card advertisers in Newark. 

The foundation reports that the 
five “oldtimers” had these audi- 
ences in that period: Wrigley, 


123,000 or 28% of the 440,000 
basic population total; Esso, 50,- 
000 or 11%; Public Service Elec- 
tric & Gas Company, 78,000 or 
18%; Calvert Distillers, 145,000 
or 33%, and E. Pritchard, Inc. 
(Pride of the Farm tomato cat- 
sup), 52,000 or 12%. 


How Others Rated 


L. Bamberger & Co., Newark’s 
largest department store, which 
had not used this medium since 
1942, had 119,000 or 27%. The 
“newcomers” rated as_ follows: 
Look, 106,000 or 24%; Station 
WOR, 75,000 or 17%; Fleisch- 
mann’s yeast, 68,000 or 15%; Reis 
underwear (a consistent transpor- 
tation advertiser in other mar- 
kets, but new to Newark Cars), 


109,000 or 25%; Howard Savings 


There are many more such high 
WTAG Hoopers to show the 
advantages of covering Central 
New England from the INSIDE. 
Watch for them. 


PAUL H. RAYMER CO. National 


WITLAG 


OWNED AND OPERATED BY THE WORCESTER TELEGRAM-GAZETTE 


Sales a ee 
LOS 
WAG Hy! wo RCESTER —/ 
5000 Watts 


Put COLOR to work 


Know these tested principles of color use 


—to give you vigorous consumer acceptance for your products 


—to command attention for displays and advertising 


—to create flattering, sales-conducive surroundings for your customers 
—to promote safe, efficient working habits in industry 


ERE is a thorough, interesting, thought-provoking treatment of the 
I practical role of color in business—a book dramatizing the tre- 
mendous possibilities in the functional use of light and color to sell 
merchandise and influence human moods 

Written by me f America’s best known authorities on color and 
its industrial appl ion hi book interprets in practical, down-to- 
earth rn what color can mean to the businessman in putting his 
prod acr to Use mass-market consumer 


SELLING WITH COLOR 


Faber Birren’s 


244 pages, 5'2 x 8'2, $2.50 
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THIS 1" kes a t expe gues 

york > f selectir lors ‘ give s 
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; 


ar 
u 


This book gives you 


business! 


your 


whole story on color written especially 


right {(wwrrer rere eee ee eee" 


McGRAW-HILL BOOK CO., 330 W. 42St., N. Y. 18 


me Birren's SELLING WITH COLAR f 
i m approva It I 


plus few cents postage iT 
Postage paid of s wider 
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Bank, 99,000 or 23%, and General 
Mills’ Cheerioats, 76,000 or 17%. 
In addition to providing infor- 
mation on the general characteris- 
tics of the transportation adver- 
tising audience, and on the num- 
ber of people who saw _ specific 
ads during a 30-day period, Mr. 
Lehman said, the Newark study is 
significant on these counts: 

“1. It is based on a sample 
much larger than most readership 
studies made in a single market. 

“2. It projects the sample per- 
centages to the actual total audi- 
ence. 

“3. It provides, by use of the 
controlled recognition method, a 
proved measure of the audiences. 

“4. It is based on a new and 
improved method of sample ran- 
domization.” 


Technique Used 


Under the controlled recogni- 
tion method, the report explains, 
“all advertisements used in the 
study are shown to a representa- 
tive population sample before they 
have been displayed in the ve- 
hicles. These cards are shown in 
kits, and intermixed are adver- 
tisements that have been on dis- 
play. After these same advertise- 
ments have been in the vehicles 
for 30 days, a second complete 
set of interviews is made with a 
parallel representative sample of 
the population. . . The scores on 
the pre-examination interviews 
are used to correct the scores ob- 
tained in the post-examination.” 


Apply ‘Veracity Formula’ 


For example, on the Wrigley | 
card: 74% of the riders in post-| 
examination reported seeing the 
ad, but 60% of the riders in pre- 
examination reported seeing it. 
Deducting the latter from the for- 
mer and applying a “veracity 
formula,” the investigators esti- 
mated 36% of the riders as the 
net Wrigley audience. Since the 
riders are 78% of the basic popu- 
lation, 28% of the basic population 
formed the Wrigley audience. 
| Of the 2,575 completed inter- 


views, 1,014 were made before 
jand 1,561 different interviews 
| were made after the cards were 
| posted. 


Interviewers were instructed to | 
‘call on men and women, white 
_and colored, in age and income | 
|groups in proportion to the total | 
of each of these groups in that | 
area, 


| Used Standard Space 


All 12 advertisers used 11x21 
or 11x28 inch cards and all were 
carded in half runs, or in 758 
vehicles in the Essex and Morris 
division of the Public Service Co- 
ordinated Transport system. All 
12 were carded in side frames ex- 
cept the Calvert ad, which usually 
runs in front-end spaces. Calvert 
|had 596 front-end and 162 side 
positions. Cards of each partici- 
pant were installed and removed 
|in rotation. 

The foundation’s committee in 
charge of the transportation study 
|is composed of Otis A. Kenyon, 
Kenyon & Eckhardt, chairman; 
A. D. Chiquoine, Batten, Barton, 
Durstine & Osborn; R. E. Healy, 
Colgate-Palmolive-Peet Company; 
L. M. Hickson, National Distillers 
Products Corporation; C. H. Mur- 
phey, Chicago Car Advertising 
Company; F. LeMoyne Page, 
Transportation Displays, Inc., and, 
ex officio, Mr. Lehman; Dr. Dar- 


rell B. Lucas, technical director 
|of the foundation, and Philip J. 
|Everest, National Association 


| Transportation Advertising. 


of | 


| AMTEA Names Vladimir 


| AMTEA Corporation, New York, 
a newly-formed export company 
organized by Landis Tool Com- 
pany, Waynesboro, Pa.; Lodge & 
|Shipley Machine Tool Company, 
Cincinnati; Kearny & Trecker 
Corporation, Milwaukee, and War- 
ner & Swasey Company, Cleve- 
land, has appointed Irwin Vladi- 
mir & Co., New York, to handle 
advertising. 


To Williams & Saylor 


George Laflin Miller (Aesop! 
Glim) has joined Williams & Say-| 
lor, New York agency, as vice- 


president. His former connections 
include J. Walter Thompson Com- 
pany, Lord & Thomas, Newell- 
Emmett Company and Doremus & 
i. 


Gimbel Sales Up 18% 
Reach $194 Million 


Consolidated net sales of Gimbel 
Brothers, New York, set a new 
record in the fiscal year ended 
Jan. 31, reaching $194,552,408, or 
18.4% above the $164,318,208 total 
in 1943, Bernard F. Gimbel, presi- 
dent, has reported. 

The figures cover the Gimbel 
stores in New York, Philadelphia, 
Pittsburgh, and Milwaukee, Saks 
Fifth Avenue and Saks Thirty- 
fourth Street in New York, and 
Saks Fifth Avenue branches in 
Chicago, Detroit, Beverly Hills, 
Miami Beach and Palm Beach, Net 
profit increased to $5,086,826 in 
1944, compared with $4,168,104 in 
the preceding year. 

The consolidated Gimbel figures 
exceed those of R. H. Macy & Co., 
New . York, which for the year 
ended Jan. 27 set a new record of 
$184,830,000, compared with $165,- 
631,161 for the year ended Jan. 29, 
1944 (AA, March 26). 


Beaumont Moves 
The Seattle office of Beaumont 
& Hohman has moved to new 


quarters in the Central building. 


Advertising Age, Ma, 7 


Fluorescent Lightin«. 


Growth Predicted 

By 1950, 10,000,000 flu 
lamps and 3,500,000 flu 
fixtures for residential u 
will be sold annually, wit 
fourth wired home in the 
using them, predicted Fran) 
field, director of sales r 
Sylvania Electric Product 
New York, in announcing | 
in a nationwide home | 
study. 

“Some 6,500,000 familic: yy 
have new or additional fluo: >scey; 
lighting in their homes afic, +, 
war,” he said. One in ten o! fami. 


Gilll. 


: I aking 
studies on postwar demancs fo; 
radio, television and specia! elec. 
tronic devices. 


Joins WPB Division 

Grant Richardson of Hammer. 
mill Paper Company, Erie, Pa, 
has joined the War Productioy 
Board as assistant to the director 
of the paper division, forest prod. 
ucts bureau. 


po you cry for Fletcher’s Cas- 


toria? 


Many a media seller would love it 
along with Bayer Aspirin, Phillip’s 
Milk of Magnesia, many another 
fine product that carries the Ster- 


ling Drug label. 


Complication is that selling any 
multi-million dollar advertiser de- 
mands continuous contact, draws 


plenty competition. 


WHY NOT LET these 5 advertising- 
marketing magazines make regular 
calls for you—by invitation of some 


33 paid subscribers at Sterling. 


They make one or more calls per 
month on men such as Phillip’s 
Williams, 


Ergenzinger; Watkins’ 


“Make mine Castoria!’ 


—. 


Kelly; Bayer’s Manss, Clark, Ca 
tuarias; Centaur’s Spence, Bohé 
Gray ; Caldwell’s Hott; etc., ete. 


Nor does their selling stop he 


THESE 5 SPECIALIZED business ? 
pers have over 230 paid subs at’ 
seven Sterling agencies 
Fitzgerald, Sample; Export A‘ 
Mathes; Pedlar & Ryan; Sherm 
& Marquette; Thompson-Ko 
Young & Rubicam. 


Individuals? Men like: Ry«n, Ht 
die, Dancer, Sample, Harms, Sté 
man, Tormey, Wilson, Be mg# 


ener, Larmon, Brockway. Mat 


Franco, Geoghegan, etc. 


Where else SO MUCH .. .. fo! 
relatively little? 


sag 


ADVERTISING & SELLING + PRINTERS’ INK 
SALES MANAGEMENT + TIDE 
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National Denies 


May %, 


git Misuses ‘Free’ 


in Ads, Catalog 


Chicago, May 3.—Denial of 
by the Better Business Bu- 
re that National Novelties, 
s mail order firm, has vio- 
‘TC strictures against im- 
use of the words “free” 
“sterling,” has been made by 
Mendelsohn, business agent 
onal and head of an agency 
handles the firm’s adver- 


bureau has complained to 
FTC that National makes cer- 
free’ offers in connection 
, the sale of a plated silver- 
it is currently advertising 


| Mutual Promotes Marts 


| Carroll Marts, formerly western 
isales supervisor for Mutual Broad- 
|casting System, has been appointed 
assistant to Ade Hult, vice-presi- 
dent in charge of midwest opera- 
tions. 


Cite Four Papers for 
Exceeding WPB Quotas . 


Charges that they exceeded 
newsprint and paper quotas dur- 
ing 1943 and 44 were filed by the 
WPB last week against three 
newspaper publishing companies 
and Rotary Printing Company, 
Norwalk, O. 

The complaints named the Pal- 
ladium Publishing Company, pub- 
lisher of the News-Palladium, 
Sentinel 


Mich.; and George R. and Paul N. 
Averill, publishers of the Eccen- 
tric, Birmingham, Mich., weekly 
paper, and commercial printers. 


|Antener Joins Tyson 

| Walter Antener, formerly adver- 

|tising and sales promotion mana- 

ger of Walker-Turner Company, 

| Plainfield, N. J., has joined O. S. 

Names Bass-Luckoff 'Tyson & Co., New York, as ac- 
Bass-Luckoff, Inc., Detroit, has | count manager. 

been named to direct advertising | ——__-— 

for Northern Wood Products, Hol- | . 

land, Mich., maker of Weather- WJBC Joins Blue 

Vane interchangeable windows Station WJBC, 250 watts, Bloom- 

and doors. The company will use 

full pages in building and con- 

struction journals, and newspapers 


of the American 
Company on June 15. 


ington, IIl., joins the Blue-Network | 


United Changes Name 


United Drug Company, Boston, 
|}operating subsidiary of United 
| Drug, Inc., has changed its name 
to United-Rexall Drug Company. 


Martz Joins Ayer 

Joseph A. Martz, formerly di- 
rector of consumer relations of 
|Studebaker Corporation, South 
Bend, Ind., has joined the plans- 


Broadcasting {| merchandising staff of N. W. Ayer 


|& Son, Philadelphia. 


and general magazines will be 
added later. 


Join Kolbe Papers 

Charles R. Tighe Jr., formerly 
with Television and _ previously 
with Radio Daily, has joined the | 


A Natienwide Sur- 
vey of Radie and 
Electronic Techni- 
cians’ Reading 
Habits sent free on 
request, 


Benton Harbor, Mich.; 
Printing Company, publisher of 
the Evening Sentinel, Holland, 


staff of Kolbe Publications, New | 
York, as assistant to the vice-| 
president. 


ionally and of various goods 
listed in its catalog (AA, April 30), 
nd that such so-called free offers 
bre not free in fact. 
Mr. Mendelsohn asserts that the 
frm’s use of “free’’ is applicable 
only in connection with cash or- 
ders, and the free articles are 
offered as a discount for cash pur- 
hases. The FTC has never ruled 
that such use of the word is im- 
proper, he says. In any case, be- 
fore the complaint was filed, 
National discontinued using the 
catalog complained of by the bu- 
reau, saying it is out of date. 
Although admitting National 
stopped using the word “sterling” 
in its ads on plated silverware at 
the insistence of the bureau, Mr. 
Mendelsohn says the plating is 
actually sterling silver as the copy 
proclaimed, and that the discon- 
tinuance was only in deference to 
the bureau’s “honest opinion the 
word might mislead” people to 
think the silverware was solid 
silver. 


ARCHIBALD TREGASKIS 


Elizabeth, N. J., May 1.—Arch- 
ibald Tregaskis, advertising direc- 
tor of the manufacturing and trade 
division of Singer Sewing Machine 
Company, died here April 30. 

Born at Falmouth, England, 66 
years ago, Mr. Tregaskis was a 
reporter for the London Times 
and published a newspaper in 
Cornwall before coming to this 
country. His son, Richard, is the 
famed war correspondent for In- 
ternational News Service. 
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OUTFITTED BY AN ARMY OF 140,000 KIDS 


WILLARD S. KARN 


New York, May 1.—Willard S. 
Karn, a vice-president of Schen- 
ley Distillers Corporation, and 
formerly a leading contract bridge 
player, died at his home here April 
28 of a heart attack. Mr. Karn 
at one time was a sales executive 
with Calvert Distillers Corpora- 
tion. He was 47 years old. 


GEORGE CHAMBERS 


Orange, N: J., May 1.—George 
Chambers, eastern account execu- 
lve of the Mutual Broadcasting 
System, died here Sunday. He 
joned Mutual in November, 1942, 
aS Sales service manager, and was 
appointed account executive in 
January, 1945. 


KMOX Ups Hoekstra 


Jerry Hoekstra, formerly pro- 
lirector of KMOX, St. Louis, 
ind ead of the station’s public 
S department, has been ap- 
rms, SQM Pointed assistant to the general 
jamgam Manaser, Frank B. Falkner. He 
» Matha Uc is Arthur Casey, who has 
WOL, Washington, D. C. 
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ES, 14 Pittsburgh-built LSTs 


have put to sea equipped 


metal and waste paper that you have collected and 
the other useful and patriotic work you have done.” 


with movie projectors, record Inspired by a daily column in the Post-Gazette and 


players, waffle irons, radios, guided from this newspaper office by a retired army 


sewing machines and toasters major, the Junior Commandos are aiding the war 


gran 


yon, Hi provided by the Junior Com- effort in many ways—with victory gardens, waste 


mandos. fats and old clothes collections, too. Here, really, is 


Gen. Eisenhower 


influence that brings results! 


PITTSBURGH 
POST-GAZETTE 
ne of Americas Great Wewspapers 


ASSOCIATES 
Seattle 


So amazing is the record of 
these 140,000 children organized shortly after Pearl 
Harbor by the Post-Gazette that General Dwight D. 


Eisenhower wrote them: “I am truly astonished by 


for 


JKT UP in 
MARKET DATA BOOK! 


the statistics relating to the vast amounts of scrap 


| MARKET DATA BOOK 


outs MARENTS EDITION 


MRRKETING 


1945 
MARKET DATA 


4 i's “LUCKY PITTSBURGH” Because 


‘NSUMER MARKETS EDITION 
e 
SINESS PUBLICATIONS EDITION 


BLOCK AND 


San Francisco . 


REPRESENTED NATIONALLY 
New York . Philadelphia ° 


BY PAUL 


Detroit . 


/NoUuSTRIAL | 


Chicago e Boston . Los Angeles . 


come peace, there'll be no reconversion lull here. Pitts- 
burgh’s industries are basic-—coal, iron, steel, aluminum, etc.— 
and they'll be the backbone of production in peace as in war. 
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_ ; : PR ic gta 
Liberation—by Ben Shahn 


Probably most of FoRTUNE’s plant owners will turn first to the Last Word 


in Factories on page 126 of the May issue .. . its bankers to The American 
Dollar (p. 116). Management men in the consumer field, and their advertising 
agents as well, will likely first study The Vitamin Business (p. 140) before 


joining the majority of FoRTUNE’s readers in the personnel ratings of The 


JM Senate Foreign Relations Committee (p. 153). 


But all MANAGEMENT—no matter what their primary interest, their industry, 
their functions—will note well: 


EUROPE: FROM FREEDOM TO WANT 


... for therein lies the first management concern of the men who run the U.S., 
the men who run U.S. industry. In the rehabilitation of Europe, America’s 
duty and America’s self-interest are joined. And this time, ForTUNE finds, 
Europe needs not a Herbert Hoover, but a Bernie Baruch—not alone the char- 
itable hands of a Good Samaritan, but the competent hands of good management. 


Page 109 


FORTUNE—THE MAGAZINE OF MANAGEMENT—IS A STUDY OF BUSINESS FOR THE ENLIGHTENMENT OF MANAGEMENT MEN. 85% 
of FORTUNE’s 175,000 subscribers are management men—and survey after survey shows that in FORTUNE the advertiser reaches management 
more certainly, more effectively, and more economically than in any other magazine. 
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BETTER COPY JUDGES—Davenport, lowa, advertising, men select winners 
mong the booklet, pamphlet and folder groups submitted in the Better Copy 
ontest sponsored by the Public Utilities Advertising Association. Left to 
ight: Paul N. Norton, art director, L. W. Ramsey Company; Jack L. Shu- 
ate, United Light & Power Service Company; John M. Hollingsworth, lowa- 
inocis Gas & Electric Company; Fred A. Hinrichsen, Fred A. Hinrichsen 
Advertising Agency; Henry W. Lage, L. W. Ramsey Company, and Harry E. 
Bawden, Bawden Bros., Inc. Awards for all groups will be announced some 
time in June. 


Official Announcement! 


WHEN GERMANY 
FALLS 


V-E Day will be signalled by six blasts of 
five seconds on the City’s air raid sirens. 


Hore ix What te Do: 


1 Go to Independenct Hall where appropriate 
Ceremonies will start 3 hours after sirens blow 
(If sirens blow beeween 7 P. Mo and 7 A. M 
ceremonies at 11 A. M. following. } 

2. OF you cm go to your nearee publie square 
where police and veterans’ organizations have 
arranged for rehroadcawts of Independence Hill 
ceremony 


Or you may ge to your nearest place of worship 

as most churches plan to be Open to receive you 
Remember! Only one war is ever. Millions of 
men are still fighting and dying in the Pacific. Honor 
them by following the above suggestions. SAVE 
YOUR BIG-TIME CELEBRATION TILL BOTH 
WARS ARE WON. 


Pome Smppieal by he Pewminy Hedterin, ae x Public Serre) 


‘Sa better way than paper throwing and 


FOR ALL MOTHERS—This is the 
Valentino Sarra photograph which 
Gartner & Bender, Inc., Chicago pub- 
lisher of Golden Bell greeting cards, is 
using as part of its ad in the May 7 
issue of Life on the occasion of Moth- 
er's Day. Reiss Advertising, New York, 
has the account. 


POSTWAR PLANNING —Charles J. 
Weedon, president of J. C. Eno, Inc., 
and Scott & Bowne, Bloomfield, N. J., 
seated, discussing postwar plans with 
Walter McGeorge, director of Mac- 
leans Ltd., England. These plans in- 
volve Eno's Fruit Salt, Scott's Emulsion, 
Macleans toothpaste, Beechams pills 
and Brylcreem hair dressing. Mr. Wee- 
don directs North and South Amer- 
ican activities on these products. 


FC&B PROMOTION —Ed Cashman, 


ing to honor these Americans and those THE MAYOR'S a manager of the Hollywood office of 
wd dying in the Pacific. Read the “ts Foote, Cone & Belding, and Sidney N. 
VICTORY, THANKSGIVING & REDEDICATION Strotz, vice-president of NBC, con- 


nt 


Bernard Samuel, Mayor 


* 
NHEN GERMANY FALLS—The Philadelphia Evening Bulletin is distributing 
his poster to all Philadelphia retailers outlining, official activities for V-E Day 
nd at the same time urging restraint in celebration and continued effort 
toward victory over Japan. 


* 


“ + eee 1S 1% we ae 


gratulate Albert Capstaff of FC&B on 
his appointment as supervisor of Chi- 
cago radio properties for the agency. 
He will supervise such shows as the 
Bob Hope, Charlotte Greenwood and 
Hedda Hopper programs. 


BENE BE! 


SONATA CONTINUES—Scheduled for a group of class magazines in May 

and June, this Dana Perfumes ad for Tabu includes Prinet's painting, “Moon- 

light Sonata," as have all Tabu ads since the perfume first came out. 
Ruthrauff & Ryan, Chicago, is the agency. (Story on Page |.) 
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WIN ART AWARDS—Among medal winners in the 1945 exhibition of ad- 
vertising art held by the Art Directors Club of Chicago (AA, April 30) are: 
Upper left, Felt & Tarrant Mfg. Co.'s magazine advertisement employing a 
photograph by Ben Rose (N. W. Ayer & Son, agency, and Scott Runge, art 
director); lower left, an illustration by Stevan Dohanos, used in a Coca-Cola 
Co. magazine advertisement (D'Arcy Advertising Co., agency, and Paul 
Smith, art director); and right, Collins, Miller & Hutchings’ entry in the 
business paper field (artist and art director, Joe Feher). 
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= LATEST REPORT How Up-lo-Date are 
ON AMERICA'S FIRST ALUMINUM . 
= You on Aluminum? 
Railroads Acclarm Reynotds-desig: a At c Boxcar 


¥ is COA vedsy um | [sP os 
HERS POSE—New officers and directors of the American Newspaper Publishers Association face the camera fol- }ALG ALR am b4. S Piha 
heir election at the association's annual meeting in New York. Seated, left to right, David W. Howe, Free Press, Tw pager : 
5 on, Vt., vice-president; William G. Chandler, Scripps-Howard Newspapers, president; Linwood |. Noyes, Globe, WHO'S FIRST ?—Within five pages of each other in Time magazine, these ads a? 
'on- od, Mich., retiring president. Standing, left to right, are Simon R. Winch, Journal, Portland, Ore.; J. L. Stack- present the claims of Aluminum Co. of America and Reynolds Metals to a ‘i 
nous Express, Easton, Pa.; Charles F. McCahill, Cleveland News; Fred |. Ker, Spectator, Hamilton, Ont.; William F. Schmick, "first" in constructing a lightweight aluminum boxcar. With priorities on alumi- ie 
“eit ore Sun; Edwin S. Friendly, New York Sun, treasurer; Charles Manship, Baton Rouge State Times, and E. S. Antrim, num now dropped, both these companies are “first in the field to play up ate 


Chicago Tribune. cars already supplied to several roads. 
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NTO the smoking battlefield of Bull Run, early in 

the Civil War, lurched a strange and cumbrous 

vehicle. From its van-like interior a man emerged and 
began calmly setting up a camera. 


The man was Mathew Brady, first and in many ways 
greatest of front-line photographers. The wagon was 
his rolling darkroom and laboratory. 


Photography was in its infancy in 1861. Equipment 
was crude and primitive. Yet before the war ended, 
Brady made thousands of combat pictures which for 
clarity and sharp detail were unequalled in their day. 


Some years before the Civil War a book on photographic 
techniques had been written by Daguerre, the great French 
pioneer in that field. This book became the “bible” of Mathew 
Brady. From it he derived the inspiration and technical back- 
ground for his career. 


Like many another genius, Brady died neglected and penni- 
less. But his negatives eventually were unearthed and used to 
produce a 10-volume “Photographic History of the Civil War.” 


History Repeats Itself 
Through the reading of Mathew Brady, history had been 


given eyes! Reading long has been the power and inspiration 
which has fostered the ideas and knowledge of mankind. For 

® it is the impression value of what one sees that registers in- 
delibly and is never forgotten. 
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“What is it?” asked the Federal soldiers, when Mathew Brady's rolling darkroom and laboratory first appeared at Bull ts 
and "the what-is-it” became the name by which this historic vehicle was known throughout the Civil Ws 


is READING gave 
EYES to HISTORY | 


circulation. The American Weekly has an abundance of bo: 


If Brady had never read the works of Daguerre, perhaps the 
following success story of another pictorial history, published 
33 years later, could never have been told: 


The Wm. H. Wise Co., Inc., book publishers, sponsored a 
back cover color advertisement which appeared in The 
American Weekly of March 26, 1944. This advertisement 
featured “The Pictorial History of the Second World War,” 
which sold for $3 and $4 a volume. As a direct result, 
Wm. H. Wise Co. will fill orders from the readers of The 
American Weekly for more than 36,000 volumes. This 
“breaks all records for The American Weekly or any other 
publication.” 


Results such as this are a measure of reader influence ...and 
reader influence is the product of reader interest multiplied by 


Greatest 
Circulation 
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The American Weekly takes all of life for its province. 
its pages are true stories of love, struggle and conflict . . . 


umph and heartbreak . . . tears and laughter . . . the la’ 


advances of science and medicine ... art... history... ' 
gion ... home economics . . . fashions . . . food . . . beauty 
child care and education . . . all authoritative, all written 
simply and clearly that any one can understand them. 

The American Weekly, distributed through a group of g' 
Sunday newspapers, brings the boon of good reading, 
word and picture, regularly into more than 8,000,000 ho: 
from coast to coast. 

The manufacturer who associates his product or 
company’s name with such an influence is tying in 
the most powerful known force in advertising. 


MAIN OFFICE: 959 EIGHTH AVENUE, NEW YORK 19, N. ¥ 


BRANCH OFFICES 5 Winthrop Sg., Boston 10 + Arcade Bidg., St. Lows 1 + Hearst Bldg., Chuwage 6 + 101 Marietta St., Atlanta 3 
Hanna Bidg., Cleveland 15 + General Motors Bldg, Detrosut2 + 


Edison Bldg., Los Angeles 13 + Hearst Bldg., San Francisco 3 
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